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‘The Blade 
Star on the End”’ 


STAR HACK SAW BLADES have been 
identified for the last half century by the 
“STAR ON THE END.” 

This is not a new advertising stunt to catch 
the eye of the buyer, but a trade mark fea- 
ture that identifies Star quality. 

This same blade has always been the choice 
of metal workers and mechanics. Dealers 
selling STAR BLADES have larger and 


quicker turn-over resulting in greater profits. 


CLEMSON BROS., Inc. 
Middletown, N. Y. 
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NO. 883M, PIECES OF 8 [TRADE MARK REGISTERED) IN RED-AND-SILVER UTILITY TRAY .. . LEGACY PATTERN 
ILLUSTRATED, 34 PIECES, KNIVES WITH MIRROR FINISH STAINLESS BLADES, $47.15 [RETAIL PRICE] 


it’s on page 330 of EDWARD BOK’S book 


EDWARD BOK, for many years editor of the Ladies’ Home Journal, obviously held a ringside 
seat at the spectacle of the American woman at her shopping. Once he inaugurated an editorial 
campaign to break the Paris domination in matters of style. All this he tells in his well-known 
book, “The Americanization of Edward Bok.” And the results he tells in a few crisp phrases... 
The Paris germ was deep-rooted in the feminine mind of America.” And , , “There was no dis- 


guising the fact that the case was hopeless and Bok recognized it and accepted the inevitable”, . . 
* * * * * 


Inevitable . . . there you have it. And let’s face it, Paris does mean the acme of style to the 
women of America... your market—and ours. If the Farts idea enchants them, if the Paris 
flair sells silverware, why not give it to them? We have. We travelled straight to Paris and 
had two new chests and two new trays designed there by one of the greatest of Parisian 
designers. Red-and-silver and silver-and-gold are their colors ...a brilliant, modern, eye- 
catching background for the ever-lovely 1847 ROGERS BROS. Silverplate. Picture them spar- 
kling in the light of your own showcases and windows! Write for booklet JH to Dept. E, 


International Silver Company, Meriden, Connecticut. Salesrooms: New York, Chicago, San 


Francisco . . . Canada: International Silver Company of Canada, Ltd., Hamilton, Ontario. 


1847 ROGERS BROS. 


SILVERPLATE 
INTERNATIONAL SILVER CO 
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1. Dries to a beautiful, 
glossless flat finish—eas- 
ily washed. For all types 
of interior painting of 
walls, ceilings or wood- 
work ... for plain flat 
or eggshell finishes, tif- 
fany, mottled, etc. 


ne Does not show brush 
marks. 


3. Mixed with a little spar 
varnish it makes an excellent 
bronzing liquid, either with 
aluminum or bronze powder. 


4, Makes excellent glazing 
liquid, or blending liquid for 
tiffany effects—because it does 
not dry too quickly. 


5. Makes a fine undercoating 
for enamel. 


G6. Comes in quart and 1 gal- 
lon cans and 5 gallon drums. 
All packages equipped with 
easily-opened ‘‘Upressit’’caps. 


The new EAGLE Flatting Oil 
has these many advantages 





Sell Eagle Flatting Oil with Eagle Pure White Lead 
for the most artistic effects in all types of interior 
decoration where a flat or eggshell finish is desired 
—whether plain, tiffany, mottled, etc. 


The Eagle-Picher Lead Company, 134 N. La Salle St., Chicago 






oy EMPLOY A GOOD PAINTER—GOOD PAINTERS USE EAGLE 
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LOCK SET 
NO.88000 





© DROP, Drop, drop—small unsatisfactory ® 
profits result from selling solely on a low 

‘ price basis. . 
COMPARE the stream of justifiable profit that 
flows in when sales are made by merit and 

@ quality. . 





TRADE 


MARK 
There are many ways to make a sale but only one way to make a profit. 


Sell a quality product at price fair to yourself as well as the buyer. 
The hardware dealer who specifies burglar-proof Segal Lock-sets, in 
his bid for the builder’s contract, calls attention to merit and not 
just to price. 


The builder knows that a building “Segalocked against burglary has 
added value.” Segalocks aid the ultimate sales and rental of the 
property. He thinks of Segalocks not just in terms of price, but as 
another “Sales Advantage” for his property and greater protection 
for its occupants. 


Special patented features put Segal lock-sets in the desirable merit 


class. Competitive price cutting that means profit-cutting is minimized 
. - each sale shows healthy profits. 





If you are interested .. . Investigate! Write us now! 


The Segal type of lock-sets solves both the 


wee’ te inseam ang and SEGAL LOCK. and HARDWARE COMP ANY, INC. 
- ee 12 Warren St., New York, N. Y. 


- E G 7‘ Burglar-Proof 


LOCKS 
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DID MANUFACTUR 
ING OPPORTUNI- 





_.. a FACT BOOK written for Bustness Executives 


NTENDED not for general distribution but 

for executives in businesses, large and small, 
who are scanning the industrial horizon for 
lucrative markets that will yield readily . . . profit- 
ably .. . to more intensive marketing, this book 
was written. 


It does not deal in generalities, nor in 
biased opinions. It invites no industry 
that cannot find an existing, profitable 
market. 


It does deal in facts, generously, leaving 
individual conclusions of this market’s 





merit to be judged by the reader. And, for the 
executive who looks even further than the 
market ... into the living conditions that will 
surround and affect the output of his worken 
. it gives a pictorial glimpse of the nearby 
play-places for working man and executive when 
business is laid aside. 


A fact-book you may have. . . a copy 
not only for yourself but for any other 
ey executive in your ‘company concerned 

; with growth, distribution or transporta- 
ih tion economies. 


INDUSTRIAL COMMITTEE OF THE CHAMBER OF COMMERCE 


KANSAS C ITY ae 


MISSOURI 


NEAREST BY AIR TO EVERYWHERE 


Economical transportation is im- 
portant. You can reach 15 million people 
at lower freight cost from Kansas City 
than from any other metropolis. 





mil I atte the miinen to my letterhead as as- 
surance of my interest, without obligation, of 
course. 


Name— 


Address—— 


121229 
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MODERNIZE YOUR STORE 
WITH STEEL SHELVING EQUIPMENT 


THE attractiveness of your store influ- 
ences your trade. Folks like to come 
back to a tidy place, one whose goods 
are arranged spick-and-span. Particu- 
larly women. And two out of five of 
your customers are women. 


Lupton Steel Equipment is restful to 
the eye. Its pleasing colors of green and 
N.R.H.A. orange — scientifically — se- 
lected—show off your items to the best 
advantage. 

Lupton Steel Equipment lends itself 
to modern retailing. It is designed to 
cater to modern buying habits. Similar 
articles are grouped together with the 
price of each one plainly shown to save 
time for both customer and clerk. The 
display panels and tables, spreading 
their goods before the cus- 
tomer’s eyes, against a strik- 


ing background of N. R. H. A. 




















Lupton Counter Cabinets. Handy for 

small items in odd lots. 6-drawer, 

$10. 3-drawer, $5. F. 0. b. Philadel- 
phia or Chicago. 


LUoUPTFON 


WHERE STEEL IS FUSED WITH SINCERITY 


orange, stimulate many additional pur- 
chases which would otherwise be lost. 

Lupton Steel Equipment is not bulky. 
It gives you the utmost space for each 
square inch. It is both vermin-proof 
and fire-resisting. It is quickly adjust- 
able to your growing business. 

Lupton Steel Equipment is not expen- 
sive. To those unfamiliar with the econ- 
omy of steel, its first cost is surprisingly 
low. Its long-wearing quality makes its 
ultimate cost even lower. 

Lupton Merchandising Engineers will 
gladly advise you. Have them build up 
before your eyes—with clever miniature 
units—the correct modern layout for 
your store. Write to David Lupton’s Sons 
Co., 2211 E. Allegheny Avenue, Phila- 
delphia, Pa. Meanwhile, have 
your jobber show you a copy 
of “Bigger Profits.” 











U. S. Poultry Fence is the only poul- 
try netting advertised nationally 
to the ultimate consumer........ 


AGAIN--IN 1930, 


.....U. S. Poultry Fence Advertising 
will bring new customers to your store 
and put money in your cash register. 


. Leading Farm and Poultry publi- 
cations, read by millions of potential pros- 
pects, will broadcast the urge to buy 
this modern netting from the DEALER. 


.... Dealers everywhere are reducing 
inventories, cutting costs and increasing 
sales by stocking U. S. Poultry Fence 
exclusively. Its superior straight-line con- 
struction, its many recognized advantages, 
and its economy, already have made it 
the fastest-selling netting on the market. 


----U. S. Poultry Fence is sold only through 
the regular wholesale and retail trade. If you 
are not already taking full advantage of our 
co-operative selling and advertising policy, let 
us urge you to start now! 


.. +. Insist upon the original! Ask your job- 
ber, or write direct to us for complete infor- 
mation and a miniature sample roll! 


Indiana Steel & Wire Company 
Muncie, - Indiana 
MANUFACTURERS OF 


IMPERIAL Farm, Poultry and Lawn Fence, 
Steel Posts, Gates, Flower Border, Trellis and 


S.PoultryFence 


“She Wetting That StandsGA lore" 
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The Thirtieth Year of the National 


Auto 
Shows 


Grand Central Palace Coliseum 


New York Chicago 


Jan. 4-11, 1930 Jan. 25-Feb. 1, 1930 





Greatly enlarged spaces—more comprehensive exhibits than ever before. 
AT NEW YORK—Ame rican, British, French and German cars. A decorative set- 
ting surpassing any earlier year. Second floor reached by magnificent new staircase. 


Foreign and American cars on third floor. 


All the latest and best in accessories. 


AT BOTH SHOWS: A SHOP EQUIPMENT SECTION, open to the trade only 
until 5 P. M.—except on the opening day. This will afford factory service managers, 
wholesale distributors, dealers and service station operators an opportunity to inspect in 
comfort the latest developments in service machinery and tools. In the late after- 
noon and evening the exhibits will be open to the public. 

TRADE DAYS, inaugurated five years ago, will be in force again. On Monday 
and Tuesday at both shows persons engaged in the trade will be admitted without charge 
from 10 A. M. to 1 P. M. 


duspices of National Automobile Chamber of Commerce, Inc., with the 
cooperation of Motor and Equipment Association. 


S. A. Miles, Manager, 
366 Madison Ave., 


New York City. 























































AMERICAN 


e-@ Appliances Gwo 

Complete Gas Cooking. 

Heating. Lighting Service 
for every Home. 








a 





American Ready-Lite 
Lamps and Lanterns 


American Ready-Lites are easy to sell because 
they give perfect light at low cost. They 
light instantly with full 300 candle power 
brilliarice at the turn of a valve and the touch 
of a match; anyone can operate them. 


On account of their attractive appearance 
American Ready-Lite Lamps and Lanterns 
are half sold when you put them on display. 
Lamps are finished in a variety of two-tone 
lacquer colors with plain or decorated shades. 

Lanterns have bright blue porcelain tops; the ° 
bases are lacquered to match; other parts fin- 

ished in rust-proof cadmium plate. 


Steady dependable service is a built-in feature 
of American Ready-Lite Lamps and Lanterns. 
This is assured by such features asthenewand 
improved generator with automatic cleaner, 
the self-cleaning fuel valve, the strong and 
durable construction of the built-in pump, 
and the extra heavy special alloy material of 
the base. 


American Ready-Lite generators—new im- 
proved type—and American Mantles—made 
strongest where the strain is greatest—sell 
readily for replacement purposes. Write us for 
more details and name of nearest distributor. 


American Gas Machine Company, Inc. 
MAIN OFFICE AND FACTORIES ALBERT LEA, MINN. 
EASTERN BRANCH ° 78 Reade St., NEW YORK, N. Y. 
WESTERN BRANCH 4242 Hollis St., OAKLAND, CAL, 
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||  Vichek Fitz-All Wrench Set 


Here’s the largest selling wrench 
set in the world. 6 drop forged 
parabolic carbon steel wrenches 
with 12 different sized openings 
—in permanent metal container. 






Chrome-Molybdenum 
Parabolic Wrench Set 


The largest selling alloy wrench 

set in the world. In addition to 

advantages of Fitz-All Set —these 

wrenches are made of chrome- 
molybdenum, electro alloy 

| —toughest of steels. 








Vichek Star **S’’W rench Set 


This is the largest selling ‘S” 
: wrench set in the world—five 
! long, light “S’’ wrenches in 
handy container. 





Note Vichek para- 
bolic (pear-shaped) 
jaws (not round 
heads) that get into 
the closest places. 





EVER before has any manufacturer 
of small tools offered Vichek quality at 
Vichek prices. For Vichek has succeeded in 
lowering cost by an enormous volume pro- 
duction, and raising quality by exact labo- 
ratory control and perfection of processes. 





‘Vichek Fitz-All 


Wrench Unit Vichek methods of packing tools in 
A brand new dis- sets and providing practical merchan- 
play unit that has disers for open counter and table dis- 
multiplied the play has helped retailers to produce 


sale of individual 
wrenches and 
Fitz-All Sets. 


the greatest small tool sales ever known. 


THE VLCHEK TOOL CO. 





| 


| Copyright 1929, The Vichek Tool_Co, 


VIchek All-Purpose Set 


The largest selling pynch and 
chisel set in the world. Two chis- 
els, three punches, forged and 
tempered to withstand hard 
wear and abuse. 


Vichek Tappet Set 


The largest selling tappet wrench | 
set in the world. These wrenches. i 
are light in weight—have parabolic / 
heads, yet are very strong i 

and rugged. 


Chrome-Molybdenum Par- 
abolic Tappet Wrenches. 


Specs 


Chrome-Molybdenum 
Parabolic Brake 
Adjusting Wrenches 
A big line of single wrenches in 


many types and sizes at Vichek’s 
sensible prices. 















Vichek Wrench 
Klerk 


The Vichek wrench 
merchandiser that 
hasmadeall wrench 
boards obsolete. 


CLEVELAND, OHIO 


“The World’s Largest Manufacturer of Small Tools” 
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from this machine. 


Designed to fit the casing. Made of full floating stock. Sold 


to meet any competition—and 
make you a good profit. 


Pharis Molded Tubes fit the casings 
without a wrinkle and without the tread 
side of the tube being stretched more 
than any other portion. 


The attractive price, which we make 
possible for you to offer, helps to land 
a first time customer—we can do this 
because our overhead is not burdened 
with the expenses of factory branches, 
warehouses, company stores or sales- 
men. 


Write for the Pharis Proposition on 
Tires and Tubes TODAY and get in 
line with our hundreds of other profit- 
making customers. 


The Pharis Tire & Rubber Co. 


Newark, Ohio, U. S. A. 


The PHARIS MOLDED TUBE is drawn seamless 
The rubber is forced under 
] great pressure thru circular dies of the proper size, 
-E to tear. 


guaranteeing uniform density, thickness and resist- 























We make them—5000 
a day—in one of the 
most efficient tube de- 
partments in the world 
with the “‘last word”’ in 
machinery and under 
the direction of ex- 
perts. 








THE 
PHARIS 
IDEA 


Seventeen years ago 
Carl Pharis sajd: “If 
we build good tires 
and tubes and sell 
them without stores, 
warehouses, branches 
or salesmen, to -re- 
sponsible concerns 
who pay their bills 
we can undersell our 
competitors and fur- 
nish abetter product.” 































PHARIS TIRES 
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Our Other Products Include 


Cortland Black Enameled 
Gray-wick 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 
Wickwire Copper 
Screen Cloth ‘ 
Poultry Netting and Staples 








Hardware Cloth 





That Stands Hard Wear 





Durability is built right into WICKWIRE 
BROTHERS Galvanized Hardware 
Cloth. It’s made from best Open Hearth 
Steel, full gauge wire galvanized AFTER 
woven. Every operation is controlled by 
us. It stands long, hard wear—sells on 
merit—pleases customers and brings re- 
peats wherever sold. Made in 2, 2)4, 3, 4, 
5,6, and 8 mesh. Standard widths, six inch 
steps 12 to 48 in. Special widths made to 
order. Put up in 50 and 100 lineal foot 
rolls. 


Miscellaneous 
Wire Nails and Brads 


We take infinite pains to have these prod- 
ucts right in every way. You'll like them. 
Made in all sizes from 3/16 inch. No. 24 
gauge to a 12 inch spike, with special heads 
or points, barbed or smooth. Put up in 
handy packages of 4, 4% and 1 pound quan- 
tities. These packages are shipped in car- 
tons. 


Also obtainable in 5, 10, 25 and 50 pound 
boxes and in kegs. 


Your Jobber Will Supply You. 
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Price Is a Big Consideration 





















Henry Ford and General Motors have 
the right idea of modern merchandising: 
Good cars at popular prices—and how 
they SELL. 


Union Hardware has the same idea re- 
garding tools: Good tools at 
popular prices—and PRICE is a 
big factor in MAKING SALES. 


In Hack Saw Frames the hardware mer- 
chant finds the Union Hardware line a 
steady profitable SELLER. 


Good materials, honest workmanship, 
strong construction and patterns suitable 
for every purpose—for the daily use of the 
most particular mechanic or the occasional 
job of the average householder. 


Ask your Jobber to supply you. If he can- 
not—write to us and we will refer you to 
the nearest Jobber who will. 





‘HARDWARE COMPANY, 


Established 1854 Reg. U. S. Pat. Off. Incorporated 1864 


TORRINGTON, CONN., U. S. A. 
New York Office: 151 Chambers Street 











PATTERNS 
FOR EVERY 
PURPOSE 
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The Spring Buying Number of Hardware Age 


will be published on February 6, 1930. Circulation 
25,000 copies. Asuperlative issue for an initial 
impetus to your Spring selling campaign. 


Advertising forms close January 27 


#3 


FE BR UAR Y 





Screen Doors—Window Screens 


SAVE MONEY 


Use Distribution Cars! 


AGGRESSIVE Hardware Dealers should readily see 
the advantage of placing their orders for CONTINENTAL 
Screen Goods with Jobbers now for shipment in Conti- 
nental Distribution Cars. 

Distribution Cars will commence moving February 15th, in order 


to get Screen Goods to all Hardware Dealers in plenty of time 
for the Screen Season. 


We ask that you send us your specifications promptly for Screen 
Doors and Window Screens, so that we may know just what goods 
to manufacture—and thus, by co-operation, give you good service. 


Buy Continental Screens From Your Jobber Now ! 


SCREEN DOORS — WINDOW SCREENS 


Fresh Air Window Ventilators—Combination Screen and Storm Doors 
Knocked Down Window Screen Frames. ! 


Continental Screen Company, Detroit, Mich. 


No, 375 
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POULTRY NETTING 


Galvanized Before and Galvanized cAfter Weaving 


a CCAR Oe 





<G===Look for the tag, carrying our name, at the end of every roll! 


The Gilbert & Bennett Mfg. Co. 


Established 1818—America’s Oldest Woven Wire Factory 


Manufacturers of 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City Georgetown, Conn. Chicago Kansas City 
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“‘Warrenized” Sporting Goods ‘Department 


in an Illinois hardware store. All 
set for big business in 1930. 


(a ea 





*—. WARREN 


conom~écal 
SECTIONAL. DISPLAY FIXTURES 


NEW YEARS REVOLUTION 


in Your Store 


Watch closely for ruts in the road 
to prosperity. Resolve for 1930: 
“I am going to do bigger things this 
new year if I have to turn the store 
upside down to do it.” 


If it would be revolutionary to 
modernize your store, that is the 
one best reason for doing so. War- 
ren Sectional Display Fixtures are 
definitely in line with today’s sell- 
ing methods, and today’s methods 
are winning sales progress every- 
where. Thus, a sweeping change, 
or the gradual remodeling made 
possible by Warren sectional con- 
struction, is in no way radical ex- 
cept as a radical improvement. 


Realize that Warren Fixtures are 
more than furniture—that into each 
piece is built a selling idea. While 
you may choose Warren Display 
Fixtures for their very dependable 
construction, and selected materials 
—both a matter of long standing 
reputation!—you will buy them be- 
cause they sell more goods. 


Check into the possibilities now, 
and with the help of Warren Store 
Engineers lay a tentative plan. 
Sleep on it several nights, then de- 
cide. As a first step, send the cou- 
pon below. 


J. D. WARREN MFG. CO. 
208 W. Washington St., Chicago, IIl. 


at J. D. Warren Mfg. Co. 

“i 208 W. Washington St., Chicago, Ill. 

é We want to know more about Warren Fixtures. Please 
send us: 


o _ Warren Fixture Cata- (0 Nail Bin Counter Folder. 
og. 


The Warren Display Table © Information Sheet for Sug- 
Folder. gestive Store Arrangement. 

















18 


HARDWARE AGE for DECEMBER 26, 1929 








To dealers 
who do not sell 


LinGERWETT REMOVER 











i spite of the fact that Lingerwett 
Remover is the largest selling remover 

in America, there are, of course, some 

dealers who do not sell it. 

We invite those dealers to consider 

these points carefully : 

1. Lingerwett is definitely a better re- 


mover — made so by the radically 


different Wilson Imperial process. If - 


you were to compare Lingerwett’s re- 
sults against the results of any other 
remover in your stock, you would see 
the superiority instantly. 

2. Your customers want that superiority 
and there is money for you in giving 


it to them. 


3. The facts about Lingerwett are heavily 
advertised in full pages to all house 
painters and auto painters month after 
month. No other remover does any- 
thing like the amount of advertising 
done by Lingerwett. 

4. If Lingerwett does the biggest remover 
business in America then it goes with- 
out saying that Lingerwett dealers must 
also be doing the biggest business. 

Get on the band wagon. Stock and push 

the leading remover—LINGERWETT. 

Remember “Nothing succeeds like 

success.” 


The WILSON-IMPERIAL COMPANY 
115 Chestnut Street Newark, N. J. 


Don’t miss the obvious advantages 


of pushing the largest selling 


and most heavily advertised 


remover tn America... 
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What is 


the‘ MODERN METHOD 
of PAINT SELLING?’ 


Why 

Do Your 
Customers 
Buy 
Paint? 


Why 

You 
Should 
Sell 
Completed 
Paint 


“Fobs 


Why 
Good 
Brushe 
Aid 
Paint 
Sales 





Paint is a protector, a beautifier— 
the complexion cream for all buildings. 

Your customers buy paint to deco- 
rate a kitchen table, a bed, the garage, 
the baby carriage—to satisfy their own 
pride in possessing fine-looking homes. 

They know nothing about leads, 
zincs or oils. They know very little of 
how paint should be applied. They are 
interested only in how the finished 
paint job will look. 

Explain to the customer the fine 
grade of zinc, the quality of oils, the 
perfection of the formula in the paint 
you sell. Is the paint sold? 

Picture for this same customer a 
sparkling table, repainted, harmonized, 
colorful, arranged in his or her own 
home—a set of piazza chairs, green, 
striped with orange... cool, brilliant. 
The paint is sold. 

Sell your customers completed paint 
jobs—not merely paint in the can. Sell 
them the correct way to apply that 
paint, for that is the only way for them 
to get the results they want. Sell them 
good brushes. 

Paint in itself cannot beautify or pro- 
tect. It must be applied with a brush— 
a good brush. Then it begins its job. 

Brushes are an all-important factor 
in paint selling. They can make or 
break the name of good paint. 

The success of your paint depart- 
ment. can hinge upon the kind of 
brushes you sell—for customers buy 






“Modern 

Method 
of Paint 
Selling” 


Why 
Whiting 
and 
Adams 
Brushes 
are 
especially 
made for 
the 
“Modern 
Method 
of Paint 
Selling” 


paint only when they get satisfactory 
results from it. Good brushes insure 
perfect results for all customers. 

Sell every customer completed paint 
jobs . . . good paint, the correct way to 
apply that paint . . . good brushes. You 
get a real profit on the paint, a real 
profit on the brush—and the oppor- 
tunity to sell more paint. 

Whiting and Adams brushes are the 
products of over 120 years of brush- 
making experience. 

They are designed for one purpose 
only—to apply good paint correctly. 

The bristles in every Whiting and 
Adams brush are selected and blended 
by an exclusive process. This provides 
the,elasticity and flexibility which ap- 
plies paint smoothly. 

Every Whiting and Adams brush is 
built for one specific job. It will do this 
job perfectly for any paint customer. 

The bristles in Whiting and Adams 
brushes are imbedded in rubber by a 
scientifically developed process. They 
will not shed. 

Whiting and Adams brushes are 
quality merchandise. You sell them at 
a good profit and make real money— 
not paper profits. 

We invite you to write to us for com- 
plete information on fine brushes. 
Address your letters to WuiITING- 
Apams Company, 700 Harrison Avenue, 
Boston, Massachusetts. Brush makers 
to the paint industry since 1808. 
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BLOTORCHES 






ASE & 
CANDLE 


A biow torch when sold simply must operate safely 
and correctly in the hands of the artisan, whether 
expert or novice. There is no half way. There can be 
no compromise with quality. That is why. Turner 
Blotorches are advancing so rapidly in sales. The assur- 
ance by Turner that Turner products are “safe as a 
candle” and “fearlessly guaranteed” is the hardware 
merchant’s vanguard of growing profits in the sale of 
blow torches. Send the attached coupon for attractive 
discounts. 


PROFITS 


If your store is located in a 
neighborhood of mechanics, put 
a No. 45 Master Blotorch in your 
window. Notice the number you 
sell. Pistol grip, large burner. 
internal air adjusting tube, 
large heavy gauge highly pol- 
ished, one piece brass tank hav- 
ing only two openings. Can't 
leak. 

No blotorch is more suitable 
for all year ’round work. Lists 
at $13.60, subject to discount. 
Send coupon below for details. 


TURNER | KEROSENE 
No 45, | GASOLINE 





The Master No. 45 


MORE SALES 


There is hardly a mechanic 
who would not want to own a 
Turner No. 35. Just think, 
this bleterch can be generated 
in less than 1/5 the time re- 
quired to generate any other 
blotorch. Has no drip cup. 
Patented generator delivers in- 
—— tense blue flame to undervein, 
bo ogg GASOLINE an exelusive Turner feature. 

10 25 


Farmers, garage men, electricians buy on sight. Slightly 
higher price easily secured because the No. 35 is a real time 
saver. List $14.30. Send coupon for discounts at once. 


THE TURNER BRASS WORKS, 
801 Park Ave., Sycamore, Ill. 
(Western Branch—324 No. San Pedro St., Los Angeles, Cal.) 


Please send me discounts on Turner Blotorches illustrated above 
Name 
Address 
Town .... 
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MURDHY FINE FINISHES 


Famous for 65 years among architects, master painters 
and makers of products requiring a fine finish 


Da-Cote Enamel ° Brushing Lacquer 
Da-Cote Floor Enamel Linoleum Lacquer 
Da-Cote Vargish Stain Muronic Enamel 

Quick Velvet Enamel Quick White Enamel 
Transparent Spar Varnish Transparent Floor Varnish 


Transparent Interior Varnish 


Airplane Super Spar Varnish Univernish 


MURPHY VARNISH COMPANY, Newark, Chicago, San Francisco 
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sag ))~=What are BRISTLES 


Bristles are the protective coats of animals such as the wild boar and 
hog of Russia and Poland, and the domestic hog of China, India and 
France. All bristles from these animals have what is called a split flag— 


LIKE THIS > 
fen 


ZA 











XXX ed This split flag holds the paint, varnish or whatever material is applied. 
bins tae enti Being of soft texture, it spreads, works and rubs the paint into the 
XX Special Trim surface. The chief adulterants in cheap brushes are horse-hair and ® 


Crackajack Walt ty ss 
Aristo Wall wood fibres, which do not have this important quality. 


Therefore—if you want satisfied customers, it will pay you to handle 


RUBRISTO brushes. 
Send for Our No. 58 Catalog, Describing Our Full Line of Quality Brushes 


Hanon & GoopMAN €0-~-342 Madison Ave NewYork 





“from bicycle rims to bridges” 


D:xon’s Bright Aluminum Paint spans the multi- 
tude of uses in between— 


—tresists heat on smokestacks, radiators and auto- 
mobile motors. 


—not affected by fumes of gas tanks 


—immune to the action of ice, rain, snow, salt air 
or water on bridges, tank cars, factory buildings 
and equipment. 


Dixon's Bright Aluminum Paint is a dealer specialty that the 
consumer, household or industrial, needs for high grade work. 
The small standard case includes eight quarts, sixteen pints 
and thirty-two half pints, six gallons in all. 


Packed also in gallons, five, ten, twenty-five and fifty gallon 
steel containers. 


We recommend the purchases of the small standard case asa 
good experiment. 
Write for Dealer Prices No. 40 BA 
PAINT DIVISION 


JOSEPH DIXON CRUCIBLE COMPANY 
JERSEY CITY DXi NEW JERSEY 


‘Tease mann 


Established 1827 
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ZINC PIGMENTS IN PAINT 


HESE are some of the reasons why paint dealers in all 

parts of the country are selling the modern “Albalith” 
Lithopone-Zinc Oxide paints. We shall be glad to send 
you two booklets which give you many other reasons. It 


will be worth your while to read “’Lithopone and its Part in 
New Jersey Paint” and “Zinc Oxide and its Application to Paint”. 


Z1NC The New Jersey Zinc Company 


160 Front Street, New York 
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No Question 
About its Quality 





HE dealer who sells quality merchandise 
—of whatever nature—enjoys a sense of 
satisfaction that the retailer of lesser-quality 
commodities cannot ever appreciate. The 
quality product is sold without apologies. 


The buyer purchases without question. 


That intangible, yet invaluable asset—good 
will—so invariably associated with quality 
products, becomes the quality dealer's 
biggest asset. The customer, pleased with 
his quality merchandise, seeks out the 


same retailer for his next purchase. 


Libbey-Owens has been accorded an 


unprecedented volume of business the 


LIBBEY- 


FLAT DRAWN CLEAR SHEET GLASS 





past twelve years because Libbey-Owens 


Glass is everywhere conceded to be 
a highest quality product. Stock Libbey- 
Owens “A” Quality Glass. The label that ap- 
pears on each individual light has a real sales 
value— for it is being advertised to millions of 
people every month. Libbey-Owens Glass 
Company, Toledo, Ohio. 


OwWENS 
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E EREADY 
EAYTHEON 





Certon of four Eveready 
Raytheon B-H Tubes 


WHEN 
TUBE REPLACEMENTS 
ARE NECESSARY IN 
“BY ELIMINATORS 


o¢¢ 


EVEREADY 


RAYTHEON B-H 


MOST “B” power units are designed for the 
B-H tube... the original gaseous rectifying 
tube. Millions of such units have been sold 
in the past few years. When tube replace- 
ments are necessary, a new Eveready Ray- 
theon B-H Tube will give the greatest satis- 
faction. Tell your customers what a tre- 
mendous improvement in reception a new 
rectifying tube will make. 

Eveready Raytheon B-H Tubes come in 
handy packages of four tubes each. Always 
keep at least one full carton on display. The 
market for these tubes is enormous! 


NATIONAL CARBON COMPANY, INc. 
General Offices: New York, N. Y. 


Branches: Chicago KansasCity New York San Francisco 


renee 


Unit of Union Carbide i ® & and Carbon Corporation 


~ EVEREADY 


RAYTHEON 














Trade-marks 











| Q uiet as the 





The SILENCE of this famous ALLITH 

3100 Floor Hinge says more than all the 

loud praise of dealers, contractors and builders 
put together. 

But there is just one thing the matter with it—it 
gets no chance to advertise itself, sv yuietly does 
it work——and users never say anything about it— 
they néver have the opportunity—for if there is one 
piece of door hardware that owners install and then 
forget—this is it. 


ALLITH 


3100 Floor Hinge 


has carefully machined and hardened moving 
parts to insure smooth, easy operation and long 
wear. Ball ring serves as bushing—prevents 
wear at vital points where frame revolves on 
post. Ball bearings support the door and ab- 
sorb the spring th-ust. All working parts pro- 
tected from dust and moisture- Best oil tem- 
pered steel wire compression spring. Plunger 
has a rolling, sliding action against roller bear- 
ing. All parts rigidly assembled. Fits either 
tight or left hand opening. Holdback keeps 
door open at 95° angle. It is worthy of your 
recommendation, a pleasure to sell and simple 
to install. Find it on page 158 in ALLITH Cat- 
alog No. 97. 


MANUFACTURERS OF 


Garage Door Hardware Fire Door Hardware 

Spring Hinges Overhead Carriers 

Rolling Ladders Door Hangers 

Airport Door Hardware Malleable {ron Washer 

Industrial Door Hardware Stadium Seat Brackets 
Certified Malleable tron Castings 


ALLITH-PROUTY COMPANY 


DANVILLE, ILLINOIS 
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Little Things That Make 
A Big Difference 


GQCREWS are little things but 

they do the all-important work 
of holding the various units of con- 
struction together. 


American Screws have built up a 
big reputation by doing this job 
well. They also allow faster pro- 
duction (be it airplanes, automo- 
biles, hangars, homes or furniture). 


The strong bodies of American Screws 
stand the strain of rough 
treatment; their true run- 
ning threads will not let go. 


You will find American 


Screws easier to sell 





[ TIRE WOOD STOVE MACHINE 
q BOLTS SCREWS BOLTS SCREWS 
4 


AMERICAN SCREW €Q_ 


PROVIDENCE,R.I.,U.S.A. 


WESTERN DEPOT,225 WEST RANDOLDH ST.ChHICAGO.ILL. 


Put lt Together With Screws | 














106-110 LAFAYETTE ST. 


if 


No Wonder 
Men Buy { 


CHENEY ' 
WAVIB AAS 


WAZA TBRZNZ 


Check These 
Big Features 


° 

The Cheney NAILER allows for one hind:d nailing 
safety in high and precarious positions. The wonc 
nail-holding device is part of the hammer he 
attachments—no extra weight—does not affec 
Nails of practically any size are quickly insertec 
held and are released by the weicht of the hammer. 
NAILER saves time, extra scaffolding and prevents injury 
to the other hand. . 

















Every Bell Face anc d Plain Face Cheney Curved Claw 
Hammer in sizes 16 oz. and over has the nail-holding 
nail-setting device. No extra cost. The NAILER 
offered to the hardware trade exclusively. No chain store 
carries it. 

Display the Cheney NAILER. Men buy this hands 
hammer no matter how many ordinary ones they alread 








PRENTISS VISE COMPANY 






NEW YORK CITY 
3578 
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Maximum service at a minimum 
cost has been accomplished by 
Myers. Well balanced quality 
throughout—quality that will put 
more dollars into your pockets 
















ATER for all of the folks in 


—not for a chosen few but for everyone 
living beyond the span of the city water main— 
the day for this service has arrived and those 
who are accepting the opportunities it presents 
to serve this ever growing market with Myers 
Water Systems have triple profits as their re- 


ward—a combination that 
progressive dealers the 
country over are taking ad- 
vantage of and rapidly ex- 
pand their water system 
sales activities. 


Expert engineering through- 
out the complete Myers 
Line of Water Systems— 
design, materials and work- 
manship—in many styles of 
either large or 
small volume 
for both deep 
and shallow 
wells —is_ re- 
sponsible for 
the excellence 
of Myers per- 
formance. New 
features, exclu- 
sively Myers, 
achieve new 
standards of ef- 
ficiency 








Take Off YourHat—4 
© The 
MYER 


€ 
PUMPS WATER SYSTEMS “HAY “DOOR 











™ 











Yours, 


SAr. 
° Rs 
With MYERS 
| Water Systems 







your locality 


(YERR 





—is ready to help you to triple 
water system profits if you give 
it the opportunity to do so. 








ow 


PUMPS FOR EVERY PURPOSE -WATER SYSTEMS-HAY TOOLS- DOOR HANGER 
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Dec. 22nd to 28th 
Slooking a 
Lille Chead 


Now that Christmas buying 
is over let us look a little 
ahead at the prospects for 
buying during the r ew year. 
No man can accurately 
prophesy the future. but 
these facts are certain: 


{n hardware fields there is 
one outstanding family of 
‘products—the only family 
which offers you guns, am- 
munition, cleaning and lubri- 
cating preparations. flash- 
lights and batteries, fishing 
tackle. ice and roller skates, 
cutlery and tools under one 
and the same famous brand. 


[It is logical to suppose that 
in any line the largest sales 
will go to dealers handling 
such an outstanding family. 
The Winchester family, 
moreover. is not only a large 
family (offering you the 
largest opportunity for sales 
under one brand) buta close- 
ly related family in which the 
sale of one product leads 
directly to the sale of an- 
other. 


Think it over. 





TESTER 


“WIRADE MARK 


Any man who knows the 
workmanship and quality of 
steel in a Winchester Gun— 


—will appreciate the work- 
manship and quality of steel 
found in Winchester Tools. 


The same applies to Win- 
chester Cutlery where, once 
again, the quality of work- 
manship and quality of steel 
are most essential elements. 


This is also true of ice and 
roller skates where Winches- 
ter skill and Winchester steel 
once more assure the highest 


quality. 


Winchester skill in design 
and precision in workman- 
ship, are equally apparent 
in Winchester Flashlights and 
a flashlight, for a_ sports- 
man, is as necessary as his 
gun. 


As in every other case above, 








it is easy to sell Winchester 











WINCHESTER RE 


New Haven, 
New York Office and Showroom, 312 Broadway 


| Fishing Tackle to the owner 
of a Winchester Gun. One 
sale leads naturally to another 
and, in these two lines, you 
find the closest relationship 
of all. 


PEATING ARMS C0. 


Conn., U. S. A. 
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SILVER STEEL 
HACK SAW BLADES 
AND FRAMES 





Expert users of Hack Saw Blades 
and Frames prefer the new SILVER 
STEEL Blade with the Blue End, 
and also the Easy Grip Hack Saw 
Frame made by Atkins. 


A GOOD SOURCE OF PROFIT 
Progress with the times by placing 
your next order for these famous | 
blades and frames. ce J 


Ask for cur free Hack Saw Blade and : 
Frame display material wien you place Bs Be 
your next order es a 








BB ££. A L_eEt eee . O. 
Home Office and Factory: Indianapolis, Ind. 
Branches carrying complete stocks 


Atlanta Memphis New Orleans Vancouver, B. C. San Francisco 
Chicago Paris, France New York Portland Seattle 
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By 6 erry C hristmas 


4 Get 
and a 
Happy Noew CY ear 


May your cargo of profits 
on the 1930 voyage be 


greater than ever before. 





Wwk OSBORN MANUFACTURING LOMPANY 
5401 HAMILTON AVE. : > CLEVELAND, OHIO 
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A MATTER OF MEN 


By LLEW S. SOULE 


HE future of retail merchan- 

dising in this country has sim- 

mered down to a matter of 
men. At one time it was largely a 
matter of merchandise. Anyone 
could open a retail store, and with a 
fair stock of goods, attain a reason- 
able amount of success. Fortunes 
were built up in those days along lines 
which would have spelled abject fail- 
ure today. 

Then came the era of methods. 
Competition became keen. Not only 
was there a vast increase in the num- 
ber of so-called independent retailers, 
but the chain system of distribution 
came into decided prominence. Chains 
sprang up in practically every funda- 
mental line of business with numer- 
ous other chains whose stocks in- 
cluded items from all lines and indus- 
tries. 

With the advent of the chains, new 
methods of merchandising were de- 
veloped and popularized. Open dis- 
plays brought merchandise from 
shelves, counters, bins and drawers 
onto tables, where it could be seen 
and purchased with a minimum of 
effort. The idea of a large range of 
items at a set price was introduced. 
Some of the large mail order houses 
entered the chain field, and there was 
lively bidding for available store lo- 
cations. In this era the chains made 
noticeable progress due largely to or- 
ganization, management and new 
methods. 

Meanwhile the so-called indepen- 
dent merchants began to wake up to 
the situation and adopt many of the 
better methods of their chain competi- 
tors. Store. arrangements were 
changed, open display methods insti- 
tuted, and competitive merchandise 
displayed. Some of the weaker inde- 
pendents passed out of the merchan- 
dising picture. On the other hand, 
there was developed a higher type of 
retailer, capable of coping with the 
new competition. 

Now we are entering the third and 
crucial era—the era of men. In this 
era the retail distributors having the 
most efficient man power, will as- 
sume the leadership in sales and 
profits. 

The rapid growth of the chains has 
absorbed the available supply of 
trained salesmen. In fact, it has gone 
beyond that point and put behind 
sales tables a great number of indi- 
viduals who can hand out an article 
specifically called for, but who are ab- 
solutely at sea in the matter of cre- 





ative selling. The future develop- 
ment of the chains now hinges defi- 
nitely on the building up of efficient 
retail sales and managerial forces. 
The magnitude of this job is appar- 
ent to chain store executives, who see 
in it a definite barrier to expansion 
until such a time as men can be 
trained to carry out an expansion 
program. The executives are also 
becoming aware of the fact that cre- 
ating such forces is a slow and la- 
borious undertaking—that it is not a 
matter of weeks or months, but of 
years. 

Fortunately, the chains have drawn 
comparatively few men from retail 
hardware stores. Fortunately, hard- 
ware merchandising is a science in it- 
self. More than half of the items 
sold in retail hardware stores require 
special knowledge and special service 
to sell intelligently. The so-called in- 
dependent hardware stores of this 
country are at least two years ahead 
of the chains in the knowledge of 
hardware items and ability to sell 
such items intelligently. Hardware 
dealers with efficient sales forces are 
already seeing a reaction of customers 
to chain store selling methods. Pros- 
pective customers for hardware items, 
having tried unsuccessfully to get the 
necessary information from chain em- 
ployees, are coming back to stores 
where such information is available. 
Hardware merchants in towns where 
chain competition seemed excessively 
formidable now report an upward 
trend in sales, due partly to the in- 
flux of new trade drawn from other 
localities, but largely to a better range 
of merchandise, and more competent 
sales forces. 

But sales forces of hardware stores, 
on the average, are not as efficient as 
they should be, or can be. Their 
present advantage can be overcome 
unless they improve in the same pro- 
portion that chain selling forces im- 
prove. During the next few years 
sales training will be a problem of 
paramount importance in chain store 
organizations. If the retail hardware 
man is to hold his position in the 
realm of merchandising, sales train- 
ing must also be a problem of para- 
mount importance in his program. 

You have a definite lead at the 
present time. By all means hold that 
lead and increase it if possible. This 
is the era of men. Your future lies 
in the efficiency of the human ele- 
ment in your business. 
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XPANSION and DEVELOPMENT 
Hinge on DISTRIBUTION 








RITZ J. FRANK, presi- 

dent of United Pub- 

lishers, Inc., of which 
organization HARDWARE AGE 
is a unit, is one of the most 
widely known men in that 
basic industry, the steel and 
iron field. His interests lay 
in the allied field of machin- 
ery tor twelve years prior 
to joining THE IRON AGE in 
1910, and it was while so 
connected that he recognized 
the need of American indus- 
try to expand in foreign 
fields. He was, perhaps, the 
pioneer in surveying the op- 
portunity for American 
machinery abroad, making a 
two-year trip in foreign 
countries to investigate pos- 
sible markets. He has been 
president of the Iron Age 
Publishing Co. since 1920. 
In the statement which ap- 
pears herewith Mr. Frank 
points to the need for gear- 
ing up distributive media 
coincidentally with produc- 
tive operations in the drive 
for maintenance of normal 
business. This factor seems 
not to have received the at- 
tention that is needed—that 
is, in fact, imperative. In 
calling attention to the use- 
fulness of productivity whose 
results simply clog distribu- 
tive channels not geared up 
to an equally high pitch, Mr. 
Frank renders a notable ser- 
vice to business. 











IN representing the largest 
and most important indus- 
tries and utilities of the 
country have pledged to President 
Hoover a very intensive period of 
expansion and development during 


1930. 


Undoubtedly the coming year will 
see unusual activity in public and 
private construction. A year devoted 
to an intelligent maintenance of nor- 
mal or better than normal activities 
in business. 

Sut all the above will be of NO 
avail unless distribution is main- 
tained and encouraged. It will be 
useless to produce more merchan- 
dise, increase the output of elec- 
tricity, gas, etc., add facilities for 
travel, if they are not brought to 
the public’s attention in a forceful 
manner. A manner to increase the 
desire for these things. 

It is my opinion that the burden 
of promoting added desire must he 
borne by manufacturers and distrib- 
utors equally. , 


The retail merchant must be en- 
couraged to “stock” the new as well 
as the prevailing types of merchan- 
dise, be it hardware, radios, auto- 
mobiles or what not. The public 
must be told of the desirability of 
the product and made to want it 
through proper advertising, counter 
and window displays. 


Normal or better than normal 
business conditions can be had only 
through first promoting activity and 
enthusiastically presenting products 


or services; secondly, by producing 
NEW products or services, and this 
opportunity taken for their promo- 
tion. 

More than one-third of all the 
people who work in this country are 
employed in distribution so that only 
a 10 per cent increase in selling ac- 
tivities will do more toward gen- 
eral employment than increased ef- 
fort on the part of all public works 
and factions combined. 


And, what is MORE important, 
unless there is added zest and power 
in selling and distribution, industry 
must soon lag through over-produc- 
tion and congestion in distribution 
centers. 

Intelligent advertising is probably 
the greatest force in distribution. It 
not only moves merchandise and 
service but it also creates that at- 
mosphere of optimism and _ confi- 
dence so necessary at a time like the 
present. 

Certainly, 1930 opens up new vis- 
tas, new worlds to conquer for the 
advertising man and the sales man- 
ager. 

The production manager also must 
create anew. Old ideas must be 
changed or the same idea presented 
in a new form. 


What an opportunity to show the 
initiative and creative ability for 
which American business men are 
justly famous! 

Fritz J. FRANK, 
President, 
United Business Publishers, Inc. 

















How 


Caterin 
To . 


omen 
Increases 
Paint Profits 
For This 
Ohio Firm 


‘6 OST assuredly,” said J. B. 
Warren, president of the 
Williams County Hard- 

ware Company, Bryan, Ohio, “we 
cultivate the woman paint customer 
—and for a very good reason. She 
buys the most profitable items in the 
line. Moreover, in almost every in- 
stance she is consulted before any 
painting job is undertaken. We sell 
at least 75 per cent of our paint to 
women customers. Often they be- 
come interested in painting through 
starting a small decorating job of 
their own. They may begin with 
refinishing a chair or a bedroom 
suite and the first thing you know 
they have started on a larger, more 
profitable decorative undertaking. 


é 

Tite small tasks, effectively 
transformed by decorating naturally 
lead to larger painting endeavors. 
It is natural that women would be 
more interested in the appearance 
of the interior of their home than in 
the exterior. They live in the house, 
and its interior aspects are almost 
constantly before them. In our 
opinion this is the factor making 
women the most desirable of all 
paint customers. It’s the reason we 
cater to the feminine element to the 
best of our ability. Our experience 
has been that in the majority of in- 
stances, women buy the varnish as 
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well as most of the other profitable 
interior finishes.” 

According to Mr. Warren, con- 
centrating on one line and being 
careful to have that line complete in 
every detail has also been a big fac- 
tor in the success this firm has en 
joyed in retailing paint. [every paini 
product or painting accessory that 
is required by the community is in- 
cluded in the complete stock, which, 
due to its extensiveness, makes a 
favorable and lasting impression on 
paint prospects. As soon as store 
visitors cross the threshold, they are 
immediately aware that the firm is 
well prepared to supply their paint- 
ing needs, as the paint department is 
prominently located just inside the 
door. [Everything coming under the 
classification of painting supplies is 
displayed in the one handy and con- 
spicuous location. Sand paper, stecl 
wool, sponges, tube colors and wire 
brushes are all found in the same 
section. Bristle brushes are advan- 
tageously shown on hinged panel 
doors. Due to the arrangement, re- 
lated items suggest themselves to 
the customer often before the sales- 
man has the opportunity. An in- 
crease in the average sale is the nat- 
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ural result of these related displays. 

Demonstrations which have been 
an annual feature every spring for 
the last six years, were declared the 
most productive method the firm has 
tried for increasing its paint pat- 
ronage. A factory representative is 
always in attendance, and, as a rule, 
the event is held for two days m 
May, generally occurring on I*riday 
and Saturday. Twenty-five hundred 
circulars are mailed to a select list 
to call attention to the demonstra- 
tion. A slip is enclosed, which when 
properly filled out entitles the recipi- 
ent to a free sample can of paint, 
when presented at the store during 
the demonstration. More than 1200 
sample cans were given away on the 
latest occasion. 
cured from the slips, serve produc 
tively as an annually augmented 
mailing list of prospects. The 
sample cans usually encourage the 
recipients to try their skill at paint- 
ing some small articles about the 
house. When this is completed and 
the prospect finds painting fascinat- 
ing and the results effective, other 
large painting tasks, requiring addi- 
tional material, are a natural se- 
quence. 


The addresses, se- 


This display was used by the D. A. Williams Hardware Co. of Waukesha, Wis., to 


herald a paint demonstration. 
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WHAT IS 
LITHOPONE ? 


Enterprising hardware  mer- 
chants, employing aggressive 
paint merchandising methods 
should derive some real sales 
ammunition from the accom- 
panying article. It describes the 
inherent characteristics of lith- 
opone, an important paint pig- 
ment, and relates the obstacles 
encountered before the process 
for its manufacture was per- 
fected in the United States. 


This is the complete drying system operating on lithophone. 


slurry is fed to the continuous filter tank, in which the filter drum rotates. 
the drum turns, the liquid is filtered out and the solid lithopone cake formed 
in and around the wire mesh belt, which then acts as a reinforcing medium 
and conveys the cake from the filter to and through the dryer. 
dried by means of steam heated and circulated air, to practically bone dry condition 





The continuous 
filter is on the right and the dryer in the foreground. The liquid lithopone 


As 


Here the cake is 


How LITHOPONE Functions 


As 


a PAINT PIGMENT 


By BERTHA ANNE HOUCK 


pone passed through many arduous stages of 

development until it could be used with success in 
the manufacture of flat whites, gloss whites, and light 
tints of paints. 

It was known at the time of its discovery in England 
in 1874 as Orr’s White, and has come forward com- 
mercially only within the last twenty years. With tung 
oil varnish, lithopone is used in many cases as the base 
of flat, washable interior wall paints, the beautiful sani- 
tary finishes that have become so popular recently ; and 
in combination with zinc oxide, it is the basis of many 
modern exterior paints. 

Germany manufactured lithopone years before it was 
produced elsewhere. France was the next country to 
make it. England followed, mainly to free herself from 
German importations rather than because of any great 
demand for the product. In 1900 the United States 
first began to manufacture this white pigment, and dif- 
ficulties -were encountered immediately. To offset them, 


| \IRST made in England about fifty years ago, litho- 


German chemists were imported. These difficulties 
greatly discouraged development at first, especially when 
added to the fact that German methods, which were 
being copied explicitly, were unsuited to production con- 
ditions in America. Not until the general recognition 
of the value of lithopone as a pigment was effected did 
extended production begin. 


Ivy the beginning, lithopone had two outstanding de- 
fects which prevented its being used for exterior 
paints. In the first place, it tended to blacken or turn 
gray in the presence of sunlight. The ultra-violet rays 
developed it like a photographic plate. Chemists recog- 
nized that lithopone would never hold the significant 
place as a paint pigment to which it was entitled by 
virtue of its whiteness and hiding power until the prob- 
lem of its reaction to sunlight was solved. In a book on 
paints published in 1904 the author writes of lithopone: 
“Many patents were taken out for making it stable, but 
none is more than partly successful.” 
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- It is very difficult for a doctor to cure a patient if he Lithopone in this state is not good for paint. It must 
cannot diagnose the disease. So chemists had difficulty be processed. The process is not a simple nor an easy 


in curing the ills of lithopone when they were not sure one, for while none of the steps are difficult in them- 




































what caused them. Some thought that the oil and var- selves, the pigment is affected by small percentages of 
nish acted as a reducing agent in the presence of sun- impurities or by comparatively slight differences in its 
light, and that the zinc sulphide was in part changed treatment in the various stages, so the technically cor- 
into metallic zinc, a gray powder. At any rate, it was rect, light-proof, white product is not easily obtained. 
discovered in 1920 that by refining the process paint made The first step is to wash the crude lithopone with water, 
with lithopone would not darken when used outside. filter and dry it, and then heat it red hot in the absence of 
The second great limitation which made lithopone im- air. It is next quenched by dumping the fiery mass into 
practical for exterior painting was that it chalked away cold water. Then it is ground while wet, dried, ground 
when exposed to the weather. When used straight in again, and bolted, and it is ready to be packed and shipped 
linseed oil the paint dried with too soft a film. This to the paint factory. It now represents approximately ‘ 
might have been caused by the sulphur acting on the oil, 30 per cent sulphide and 70 per cent barium sulphate. — 
since all vegetable oils are attacked by sulphur. Tests What are the qualities of lithopone, which have in- 
proved that the condition could be overcome when litho- creased its production from about 32,000 tons in 1914 
pone was combined with some other pigment. As a_ to 145,000 tons ten years later? In the first place, the 
result of this discovery zinc oxide, which dries with a zinc sulphide and barium sulphate are made to precipi- 
hard film, was used with the lithopone. tate in such a way that each particle of the latter, which 
While the method of producing lithopone varies some- has no hiding power, is covered with a thin film of the 
what with different concerns, the process is essentially former, one of the strongest white pigments. The result 
the same. The raw materials which go into the manu- is a unified, solid covering pigment. Since the part that 
facture of this pigment are barytes, as mined; coal; the pigment plays in paint is to serve as protection for 
either metallic zinc or zinc oxide; and sulphuric acid. the perishable oil, both by filling in between the particles 
First the barytes and the coal are crushed and roasted and by protecting them from the weather, the capacity 
together. The residue is a black mass called “black-ash.” of lithopone to give high protection per pound is im- 
Water is drained through this resulting in “barium portant. 
liquor,” which contains barium sulphide in solution. The All these facts should be interesting to the hardware 
zinc is dissolved in sulphuric acid, and then the two so- dealer for the more pigments there are at the disposal 
lutions are rid of impurities and combined. Crude of the paint manufacturers the more paint products 
lithopone results. there are for the retail trade. 





Here is a more detailed view of the dry2r, showing the con- 
tinuous filter discharging a “reinforced” cake of lithopone, 


¢ , ° 
and the same going ~ into the ge bgt empty —< Nation Ss Total Paint Sales Increased 
forcing belt is also shown: returning from the dryer an m ‘ 
going on to the filter. In First Six Months of 1929 
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The total sales of paint, varnish and lacquer products 
during the first six months of the current year, as re- 
ported to the Department of Commerce by 337 firms, 
aggregated $179,793,355, as compared with $169,514,477 
during the corresponding six months of 1928. This sum- 
mary inaugurates a new monthly compilation and will be 
subject to revision in subsequent issues as reports are 
received from additional concerns. Detailed statistics are 
given below, by months; trade sales and industrial sales 
being shown separately. Trade sales include shipments 
to dealers, jobbers, painters and consumers; industrial 
sales are those to manufacturers, railroads, Government, 
marine and all other similar users. 




















Total Trade Industrial Not 
1928 Sales Sales Sales Specified 
1 ee $22,193,752 $8,045,914 $7,939,495 $6,208,343 
ee Tee ee 23,396,016 8,967,756 8,264,965 6,163,295 
MEE etwcserececes 28,398,401 10,828,407 9,728,162 7,841,823 
| Are Pera 28,898,743 11,463,745 9,387,183 8,047,815 
SS ee ere 34,685,156 14,702,874 10,382,993 9,599,289 






NE aS lo, Stns olaad’ ss 31,942,409 12,907,553 10,178,045 8,856,811 


Total (6 months).. $169,514,477 $66,916,249 $55,880,843 $46,717,385 











1929 
EMINES, os5cdin ioe $23,890,419 $8,529,751 $9,196,007 $6,164,661 
WEOSURES soc ccccess 24,098,813 8,687,680 9,287,249 6,123,884 
(rear re 30,965,615 11,309,833 10,841,731 8,814,051 
MEE Wiiseveh.c9 viéc's 33,205,172 12,860,432 11,378,272 8,966,468 
PEAY ccisccncvesions 35,696,753 14,798,735 11,767,438 9,130,580 
JUNE cccscccsccecee 31,936,583 12,724,788 10,477,972 8,733,823 











Total (6 months).. $179,793,355 $68,911,219 $62,948,669 $47,933,467 
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DDITIONAL profits in paint 
have been reported by many 
dealers who have found it ad- 
vantageous to concentrate upon one 
line exclusively. Thatcher's, “th: 
home of reliable hardware,” in As- 
bury Park, N. J., contend that what 
is sauce for the goose is also sauce 
for the gander. So, in addition to 
concentrating on one line of paints 
they also handle but one line of 
paint brushes. The improvement 
attributed to this policy has been so 
gratifying that it is considered the 
most productive plan adopted dur- 
ing the history of the firm. 
In pointing out the various ad- 


PAT 





vantages of the method, C. W. 
Thatcher said: “Paint has always 
been one of our leading lines. 
Sometimes we feel that the money 
we make from paints almost carries 
the balance of our stock. Of course, 
we feature paint and perhaps it may 
receive more attention than the other 
lines. Nevertheless, it is a_ real 
money maker. It is our opinion 
that dealers who are now handling 
a “mixed” line of paint have failed 
to weigh the advantages of concen- 
trating sales effort on one line.” 
Through constantly building up 
the prestige and reputation of one 
brand of known quality the line 
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featured rapidly gains in favor and 
customers express a preference for 
it. . Another factor, making han- 
dling one line a more profitable 
method than handling several dif- 
ferent lines, is that a better price 
is usually granted for quantity pur- 
chases of one brand. This extra 
profit is generally distributed at the 
end of the year’s business given the 
manufacturer. It is based on the 
(Continued on page 68) 






























HARDWARE AGE for DECEMBER 26, 1929 








Six 
Million 
Dollars 
Is 
Annual 
Sponge 


Business 














In 


Many years ago sponge divers descended into the sea by means of a weight on a rope. When 
forced to come to the surface, they would leave the weight on the bottom and rise, using the 


v7 
America sens : 
duced through the courtesy of American Sponge & Chamois Co., owner of the original. 


PPRONIMATELY six million 
dollars’ worth of sponges are 
purchased annually in the 

United States. Hardware dealers have 
within recent years become an in- 
creasingly important factor in the 
distribution of the sponge—a_ very 
staple commodity which shows a satis- 
factory margin of ‘profit. 





This deep-sea display of sponges was recently shown in the window of C. E. Taylor 
Hardware Co., 2115 East Broadway, Long Beach, Cal. 


Sponges were KNown in trade long 


items regarding which the jobber, re- 


Today these animals, for the sponge 
is an animal, are found in practically 
globe, both salt and 
and usefulness vary 


all waters of the 





Notice the sharks and the divers at work in this illustration, which is repro- 


from small, delicate surgical sponges 
to the large, heavy variety used for 
washing automobiles and such work. 

The hardware dealers’ sponge busi- 
ness, according to leading distribu- 
tors, consists for the main in the sale 
of medium size and priced sponges. 
These are of both domestic and for- 
eign origin. 

Importers and distributors agree 
that the most successful method of 
retailing sponges is by the piece and 
not by the pound, as is sometimes 
practiced. This procedure of pricing 
by the piece eliminates discussion and 
lost profits that result due to the great 
difference in the weight of a wet and 
dry sponge. 

Sponges when packed at the fish- 
eries contain a certain amount of 
moisture which is most necessary, lest 
they be torn. These moisture-laden 
sponges dry out before reaching the 
consumer. It is therefore impractical 
to attempt to set a resale price per 
pound on dry sponges, based on an 
importer’s price for wet sponges, 
without allowing a percentage for the 
lost weight. 

The sponge as sold in the hardware 
store is the skeleton of the animal. 
When alive, it is covered and _ per- 
meated throughout with a gelatinous 
substance. The entire sponge is cov- 


(Continued on page 70) 
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An educational display of window glass by Hennepin Hardware Co., 
Minneapolis. 


EASONABLE trade is an im- 
portant factor in hardware 
merchandising, as every hard- 

ware man knows. 

There is a season for many arti- 
cles in hardware stocks. Fishing 
tackle, lawn mowers, rifles and shot- 
guns, these and dozens of other 
items have their particular months 
when demand is heavy. And it is 
a well recognized principle that as 
between two hardware stores the 
one that displays seasonable goods 
and pushes their sale will get the 
business from the one that does not. 

Just now hardware stores are 
right in a good window glass sea- 
son. Householders are feeling the 
tang of chilly mornings and _ the 
broken lights they have been ignor- 
ing for weeks force themselves into 
remembrance. How many _hard- 
ware dealers are taking advantage 
of the busy season to remind peo- 
ple they carry window glass? How 
can people know they can get those 
necessary lights in a hardware store 
unless they are told? 

When the season is on for other 
things the live hardware man keeps 
the public reminded that he carries 
them. He advertises them. He 
puts them in his show windows 
‘He brings them out into the front 
of the store where they will be seen. 
His clerks put special emphasis on 


them in those courteous inquiries 
every well trained clerk makes 
when he asks the customers, “Is 
there anything else today ?” 

All these methods are just as ap- 
plicable to glass retailing as to any 
other seasonable article. 

Glass provides exceptionally at- 
tractive material for window dis- 
plays, partly, no doubt, because of 
its rare appearance in such uses. 
It is a singular fact that although 
generations of people have looked 
through window glass at store win- 
dow displays, until about a year 
ago they saw about everything else 
there except window glass. If the 
window was properly glazed, their 
vision, of course, passed right 
through the intervening pane and 
they did not see. Nor did they see 
glass among the various articles ar- 
ranged inside, for the window trim- 
mer never thought of putting it 
there. 

In the fall of 1928 the Libbey- 
Owens Glass Company inaugurated 
a campaign to encourage hardware 
stores to display glass in their win- 
dows. The campaign was an ex- 
periment, but its results were sur- 
prisingly gratifying. Dealers in 
various cities sent in reports to ex- 
press their satisfaction over sales 
through the windows, and in some 
the pleasure amounted to 
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HOW TO 
GET 
YOUR 
SHARE 


OF 


WINDOW 
GLASS 


PROFITS 
NOW 


By H. E. ALLEN 


genuine enthusiasm about the at- 
tention the displays attracted and 
the business, both in glass and 
other goods, that resulted. 

In one of the HaRDWaRE AGeE’s 
“Trade Winds” articles recently, 
Llew S. Soule touched on the value 
of intelligently used show windows 
as “first hand invitations to come 
in.” Glass exhibits, it is found, 
bring more than the average ac- 
ceptances of such invitations. The 
Libbey-Owens displays were in- 
formative in their make-up, and 
there is a good deal of mystery to 
most of us about glass manufac- 
ture. Many who saw the ingredi- 
ents of glass in the window display 
and studied the big photographs 
showing various steps in modern 
glass manufacture stepped into the 
store to ask questions and to take 
booklets. Once inside they were 
potential customers for articles that 
caught their attention, and even if 
they did not take away a light of 
glass, they remembered that the 

















HARDWARE AGE for DECEMBER 26, 1929 





hardware store sold it and 
went back again when they 
next needed one. 

Backing up the window 
with proper displays inside 
the store is as important as 
the window display itself, 
and there were some valua- 
ble hints on this score 
among the letters that came 
to the Libbey-Owens offices 
after the window display 
campaign. 

It was a‘general opinion 

that signs should be dis- 
played inside the store to 
keep the inquiring visitor 
conscious of the presence 
of glass there. Incidentally, 
the sign, either in the win- 
dow or inside the store, that 
merely says, “We Sell 
Glass,” only registers a fact 
in the reader’s memory for 
future use, which may or 
may not be remembered 
when the occasion comes. 
Experience in the campaign 
showed that the wording 
‘should be changed so as to 
suggest more strongly im- 
mediate action. The sign 
supplied by the company mentioned 
with their window displays read: 
“For Better Results Replace 
Cracked and Broken Glass with 
Libbey-Owens.” Dealers reported 
it was a very effective part 
of the display and custom- 
ers frequently spoke of its 
timely reminder of broken 
panes they had been intend- 
ing to replace. 

Window glass has always 
been a storeroom proposi- 
tion, and is still kept in 
rear rooms or in the base- 
ment of many stores. No 
doubt, the straw in which 
the lights are packed makes 
it somewhat undesirable to 
bring racks and boxes out 
into the front store, but a 
tip can be taken from chain 
stores on this point. 

When a chain druggist 
or grocer wants to push 
slow articles, it is a general 
practice to put them next to 
the cash register The hard- 
ware man may not be able 
to keep his glass stock in 
that conspicuous position, 
but he can pick out a box 
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L. Birkel & Sons, Louisville, Ky., stopped passersby with this 
attractive display. 


of small size glass and have it open 
where customers usually stand in 
the front store. Some hardware 
merchants who have tried the plan 
have been agreeably surprised. 


Cherokee Hardware Co., Louisville, Ky., 


Glass sales can be pushed by 
hardware dealers, and they are well 
worth pushing. Investigations by 
merchandising experts have proved 
this. 


found this arrangement an 


attention getter. 
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Analyzing the results of a survey on 
window display advertising, recently con- 
ducted by a large manufacturer of win- 
dow display material, discloses many in- 
formative facts, which should be of ma- 
terial assistance to hardware merchants 
handling paint. 

Ascertaining the number of people who 
pass a retail store in a day was the first 
problem to receive consideration in the 
survey. 

Men were stationed in front of stores 
in 23 cities and towns of varying size 
throughout the country. Each window 
was checked in exactly the same way, 
each count being for the period of 15 
hours from 8 a.m. to 11 p.m. 

In addition to the number of passers- 
by, the number of people who actually 
stopped to look into the window was 
tabulated by the checkers. A compila- 
tion of this count shows the average 
daily number of passersby to be 5857, 
while the average daily number of actual 
lookers was 840 The dealers gave the 
average daily life of each display as 11.9 
days, which reveals the average total cir- 
culation of each display as 69,698 with 
9996 people actually looking at the 
window. 

The large number of potential pros- 
pects, who are thus represented by the 
figures, emphasizes the importance of 
good window displays as an effective 
medium for attracting trade. 

It is natural that the number of people 
who pass a given store should vary with 
the size of city, character of locality, 
kind of store and nature of prevailing 


weather conditions. As an informative 
guide to dealers, the following table, 
classified according to population and 


location, is a better guide for ascertaining 
the pedestrian circulation of his particu- 
lar windows. 





Survey Confirms Good Paint Window Effectiveness 


Per Cent 

Passers Lookers Lookers 
Cities over 200,000... 6,404 925 14.7 
100,000 to 200,000... 6,582 651 9.9 
25,000 to 100,000... 3,207 648 20.2 
10,000 to 25,000... 7,822 1,173 15.0 
Under 10,000 ....... 5,460 732 13.4 
Centrally located ... 6,350 938 14.4 
CL 7,500 965 129 
Neighborhood ...... 1,701 326 19.1 


Windows receive considerably more at- 
tention in the evening than during the 
day, according to results of the survey, 
notwithstanding that allowances were 
made for unlighted windows. In sev- 
eral instances the proportion of lookers 
was from 50 to 67 per cent greater after 
dark. This fact forcibly indicates that 
the dealer must have his windows bright- 
ly illuminated at night or lose half of 
the sales-producing value of his display. 

The ratio of women lookers as com- 
pared to men was also checked, and this 
tabulation shows that there is a 50 per 
cent greater tendency on the part of 
women to stop and examine window dis- 
plays. 

Another interesting fact brought about 
by the survey was that 46 per cent of 
all the dealers questioned replied that 
window displays were the most effective 
advertising medium. Thirty-eight per 
cent ranked it second in importance, mak- 
ing a total of 85 per cent of all dealers, 
placing their windows either first or sec- 
ond. Of the merchants who handled 
paint, only 31 per cent ranked their win- 
dows first. As 80 per cent of the mer- 
chants who sell paint also reported that 
sales can be directly traced to window 
displays, these facts would indicate that 
many merchants are failing to take full 
advantage of the sales value of good paint 
windows. 





China’s Bristle Grading and 
Packing Described 


Completing a five months’ trip in the 


interests of The Wooster Brush Co., 
Wooster, Ohio, Mr. and Mrs. L. M. 
Rhodes recently arrived in New York, 


N. Y. They spent most of their time in 
China, where Mr. Rhodes studied bristle 
qualities and supplies, and in general looked 
after the company’s supply of bristle. 

Mr. Rhodes brought back with him this 
interesting photo of a “go down,” where 
bristle is bought, sold and traded. He 
says, “While everything looks calm and 
peaceful, the flies are terrible and, outside 
the door, hundreds of pounds of raw hog 
bristle are spread out on trays, exposed 
to the sun to dry. 

“You should see the long lines of men, 
women and children from eight to eighty 
years of age who carefully sort the bristles 
in %-in. length from 2 to 7-in., tie them 
up in bundles about 1!4 in. in diameter, 
wrap the bundles in paper, mark and pack 
each size in wooden cases. 

“You can readily see why the tedious 











paint brushes is only carried on by coun- 
tries with a labor market such as China’s.” 

‘Leaving China, Mr. and Mrs. Rhodes 
spent some time in India, and from there 
traveled up through the continent to Eng- 
land. 
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“61” Enamel Display Rack , 


This neat, compact, all-steel display rack, 


| mounted on casters, has been designed to 
| stimulate the sale of “61” quick drying 





enamel, a product of Pratt & Lambert, Inc., 
3uffalo, N. Y. 
This display stand holds a complete No. 
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12 assortment of the company’s enamel and 
is finished in a variety of “61” enamel col- 


ors. The panel rack, showing full line 


' of colors, goes on top, increasing the rack’s 


: = - see ‘ ‘ 
| work of sorting and grading’ bristles for 


Mr. Rhodes is director in charge | 


of bristle operations for the Wooster com- | 


pany. 





self-service possibilities. The display rack 
is 50 in. high and occupies 2% sq. ft. of 
floor space. 


Home Painting for Saving 


Has your medicine chest in the bath- 
room at home (or in the store) become 
stained and spotted from drips and with 
wet bottle marks? Perhaps many of your 
customers would use enamel paint on the 
chest to bring it back to a perfect sanitary 
condition, if you suggested such a thought 


| to them. 
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Profitable Way to Display Trowels 
Profit Puller No. 24 


Cornwall & Kelty, Glendale, Cal., display mortar 
trowels on pull-out shelves instead of in bins or boxes. 

Fifteen, twenty or even more trowels are placed on 
a single board which can be pushed back, out of sight, 
under the shelving when not in use. When a customer 
wishes to see a trowel, the shelf board is pulled out 
and the entire range of trowels is at hand, with each 
trowel plainly price marked. After the customer has 
made his selection, the salesman places a new trowel, 
from stock, on the board and pushes the pull-out shelf 
back in place again. 


Increases Paint Sales by Dividing Stock 
Profit Puller No. 25 

The Erie Hardware Co., Erie, Pa., has found it 
profitable to divide its paint department into two sec- 
tions, according to the following method: One section 
has shelves for the small size cans usually sold to house- 
holders and women customers; the other section carries 
‘the larger cans for painters, contractors and others who 
use paint in large quantities. This plan not only 
speeds up service but gives patrons of both classes the 
feeling that they are receiving special attention. The 
plan has been especially successful in winning the trad 
of the larger paint users, those busiacss runs into real 
money. 


Sidewalk Demonstration Boosts Sales 
Profit Puller No. 26 


Whenever the weather permits, J. A. Kerr, Niles, 
Mich., places a gasoline pressure stove on the sidewalk 
in front of his store, with the burners lighted. Several 
kettles of water are kept boiling, and a coffee percolator 
is busy making coffee. Whenever a housewife stops to 
examine the display, one of the store salesmen slips 
out of the store, ready to answer questions and stage 
a demonstration. Incidentally the use of highly colored 
enamelware utensils attracts additional attention to the 
display and increases sales of kitchenware. Using this 
method, Mr. Kerr sold 63 gasoline stoves in one year, 
of which 60 per cent were sold to residents of Niles 
and only 40 per cent to those living outside the town, 
despite the fact that public gas service is available to 
most of the homes in the city. Niles has a population 


of about 8000. 





Sells Nails by the Pound at a Profit 


Profit Puller No. 27 

The Read-Esty Co., Laconia, N. H., sells nails in 
small lots, at a profit, through the following system. 
A long, narrow box on top of the nail counter is -di- 
yided into sections, each designed to hold a pound of 
nails, one section for each size carried in stock. On 
the front of each division is a small card giving the size 
of nail in that section, its length, the number of nails 
to the pound, and the selling price per pound and keg. 
This gives the customer complete information and he 
does not have to bother a salesman for sizes, amounts 
and prices. During quiet periods a salesman packages 
the nails in one, two and 5 pound packages, which are 
placed in bins under the counter. The customer indi- 
cates in the sample box the kind and quantity of nails 
required, and receives a wrapped package. This sys- 
tem conserves selling time, and it is found that price 
rarely enters into the transaction. 


Free Weighing Draws Trade 
Profit Puller No. 28 


The Foster-Farrar Co., Northampton, Mass., has a 
large scale just inside the front door of the store. Cus- 
tomers are invited to make use of the scale, without 
cost, and hundreds’ of people take advantage of the 
opportunity daily. 

Tempting displays of merchandise are arranged near 
the scale, and a large percentage of those who come in 
to weigh themselves are induced to purchase some ar- 
ticle from the displays. The scale occupies very little 
store space, is unobtrusive and accomplishes a very 
definite thing—it gets customers into the store. 


Thrift Plan Encourages Buying at Home 
Profit Puller No. 29 

The merchants of a Western city are cooperating 
successfully in a thrift plan designed to keep trade in 
town. When a customer makes a cash purchase, 2 per 
cent of the amount is returned to the children in the 
form of a certificate known as “Percentage Scrip.” 
The scrip can be deposited in the child’s name at the 
local bank, where it draws 4 per cent compound interest 
and may not be withdrawn until the children’s fifteenth 
birthday anniversary. 











ANOTHER 


CHRISTMAS - 


By SAUNDERS NORVELL 


f | ELLO, Santa Claus! We hope you did not get 
caught in the stock market slump. If you did, 
it’s a shame to think we have waked up to the 

fact that we must do some real work for a living. No 

more chasing the pot of gold at the end of the rainbow! 
a ee a a 


In Oriental countries nothing can be done without 
bringing gifts. It is a custom of the country. Orien- 
tals are always making presents and they expect to 
receive them. They make presents on any and all occa- 
sions, and they are ready to receive presents on any 
and all occasions, so when the wise men came from the 
East, true to Oriental tradition, they brought presents, 
and since then all down through the ages Christmas 
has been a time of giving and receiving presents. 
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I have just received my first present. It was done 
up in gold paper. It was very carefully wrapped. It 
was from a little boy six years old. He told me that 
he had one dollar to spend on his Christmas presents, 
so he changed this into ten dimes, and he bought ten 
presents at a cost of one dime each. My present, when 
it was unwrapped, was a very nice lead pencil. It is not 
a common ordinary pencil, but a patented one. The lead 
screws and unscrews, there is a clip to hold it in the 
pocket, and there is also an extra rubber to use when 
you make a mistake. I very much appreciate this pencil. 
I may receive other presents and more expensive ones, 
but I am sure I will not think any more of these other 
presents than I do of this first present. I have written 
a letter to this young man, thanking him for the present. 
Possibly he has never before received a typewritten let- 
ter in his young life. 

ee se oe * 


My next present came from the Utah State Prison, 
Salt Lake City. It is from Inmate No. 5037. He sends 
me a very attractive horsehair belt with a nickel-plated 
buckle. I just needed a belt of some kind, but alas! 
when I tried this on, it was about six inches too short. 
This inmate writes me a letter stating that he made this 
belt himself, and if I feel like it, I can send him a Christ- 
mas present in return, something about the size of a 
ten-dollar bill, so I am sending my friend, No. 5037, 
one of Uncle Sam’s small-sized steel engravings. I 
can use this belt for somebody who has not lost his girl- 
ish figure. 
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Next I received Christmas greetings from an old 
friend of mine. He was a packer once, but he grew old 
and couldn’t pack any more. We arranged to send him 
to a home on Long Island. Now he writes me that this 
home is entirely satisfactory, very well run and very 
comfortable. He also approves of his companions, and 
he states that they have a good time reminiscing. Un- 
fortunately, the institution does not supply them with 
pipes and smoking tobacco. Smoking is an unnecessary 
luxury, so my old friend writes that he is quite sure 
I do not wish him to pass his Christmas without the 
“makings.” He also suggests that no one could have 
a very Merry Christmas without a little loose change in 
his pocket. He states that he has made a research in 
this home, and he finds that he is the poorest person in 
the home, because, while all of the others have relatives, 
he hasn’t a single relative on earth. 

You would imagine that under such conditions a man 
would write a sad letter. On the contrary, this letter 
is written in a very humorous vein. Evidently my old 
friend in the home on Long Island is feeling very chip- 
per. I have also sent him one of Uncle Sam’s steel en- 
gravings, so he can blow rings of smoke on Christmas 
Day. 


* * * *K Kk xX 


Miss Viola Root Cameron, of Washington, D. C., 
writes me on very fancy stationery, with a crest em- 
bossed in several colors, that she understands I am very 
much interested in my family history, and that for a 
consideration she will give me a family history, and also 
for a consideration she will supply a crest and a coat 
of arms. 

Going back into one’s family history is a very deli- 
cate matter. Personally, I am willing to allow sleep- 
ing dogs to lie. While I have devoted a good deal of 
my time in my life to trade-marks and slogans, I have 
managed to get along without a coat of arms or a crest. 
Of course, I know I should not confess this. 

Miss Cameron states that she has a branch in England, 
and one of her specialties is looking up a genealogy of 
American families of English extraction. 

Some of the readers of the Harpware AcE might 
like to give a friend a genealogy or a coat of arms, or 
a crest, as a Christmas present. Therefore I respect- 
fully refer them to Miss Cameron. It may be all wrong 
for me to suggest it, but if you are in a hurry, she might 
supply a coat of arms or a crest first and then look up 
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the family history afterward. Probably she has a hurry- 
up department. 
es & Be 6 

The next letter in my mail is from Dr. W. F. Good, 
Box 608, Seattle, Wash. Dr. Good is a dentist, but 
his dental office is probably different from any other 
in the world. He owns a yacht, and on this yacht ne 
travels all over the Alaskan waters doing dental work. 
I suppose if you have a toothache in Alaska, you have 
to wait until his yacht comes around. 

Dr. Good in dull seasons charters his yacht for hunt- 
ing and fishing trips. The name of his yacht is the 
Anna Helen, and from the photographs the doctor sends 
me, also from her plans, she must be a very attractive 
and comfortable yacht. 

In glancing over the photographs, I see a very attrac- 
tive lady sportsman wearing a sweater and breeches. 
In one picture she is shown with a splendid catch of 
fish. In the other with a bear, which is strung up, also 
with a collection of ducks and geese. This young lady 
is evidently quite a sportsman. 

One really beautiful picture is the yacht Anna Helen 
leaving “Hole in Wall,’ Prince of Wales Island. The 
inlet, or river, is as smooth as glass. On both sides of 
this river are tall firs. In the background are snow- 
capped mountains. It is just rubbing it in a little to 
send pictures like this to a fellow who has to stay at 
home and work every day in a Wall Street office. 

In glancing at the back of the photographs of the 
attractive young lady, I find she is Mrs. George Samples 
of Los Angeles with the first bear she shot in Alaska. 

If any of our readers are interested in a trip to Alaska, 
would suggest that they write to Dr. Good. They can 
combine business with pleasure by having their teeth 
fixed up as they sail around the islands of this wonder- 
ful and beautiful country. 

‘22 + ©. 6 


One of my friends sent me a very unusual Christmas 
present—one dozen quail, nicely dressed, and just as 
plump as they could be. Possibly they were not quail, 
but snowbirds. I understand quail are illegal. I really 
do not know whether this is the open season for quail 
or not. At least, they should not be shipped from one 
State into another. Therefore they must be snowbirds. 

I was very much interested at the ingenuity of my 
friend in preparing these quail. He was sending them 
so they would “keep.” They came in a large thermos 
bottle. That was a new one. Other shooters please note! 
Some one has said it is impossible to eat a quail every 
morning for breakfast for thirty days. I am willing to 


make a test. 
* * * * * * 


Next week the Christmas cards and postals will start. 
It is always interesting to read these greetings from 
old friends from every part of the world. 

My first Christmas card came from Paris—a picture 
of La Sainte Chapelle. What a host of memories this 
card brought back! 

The second foreign Christmas greeting came from 
our old friend, Mr. M. J. Lacey, formerly with the Pyrex 
Company. As Lacey is so well known, and has so many 
friends in the hardware trade, I give his letter in full. 
It was written from Venice on note paper with a picture 
of a gondola. 





Mr. and Mrs. Lacey pulled one on us at Atlantic City. 
They gave a delightful dinner at the hardware conven- 
tion, but never said a word about skipping off to Europe. 
This dinner celebrated their twentieth wedding anniver- 
sary. The next thing we heard they had sailed away. 
But here is the letter: 

“I often recalled your telling and also writing that 
you became the world’s authority on the ‘outside of 
cathedrals,’ and I was amused. 

“Now I have become the Grand Highest, Strongest 
and Worst Advocate against painted ceilings! Does 
XXX manufacture anything for the relief of stiff 
necks? If so, I want one, and I'll pay retail price. 

“Why didn’t these good painters of old know about 
billboards and do their stuff where one could see it 
comfortably ? 

‘Also, this last Atlantic City meeting I heard you 
tell Mr. Heitman about meeting him in Paris, and 
I thought of it now when I’d give anything to bump 
into an American over here. He would look like one 
of these painted angels to me!” 

I suppose the guide in the Sistine Chapel told Mr. 
Lacey that when Michelangelo painted his celebrated 
picture of The Last Judgment on the ceiling, that plat- 
forms were built under the ceiling and Michael lay on 
his back and painted eighteen hours a day. Just think 
what a job that was! He was not a member of the 
painters’ union. 

You know, Michael did not like one of the cardinals, 
so he painted a portrait of him in hell. The cardinal 
objected and appealed to the Pope. The Pope’s reply 
was that if he had been painted in purgatory, he might 
have gotten him out, but as he was painted in hell, 
he would have to stay there. So to this day this car- 
dinal is still in hell. I wonder if Lacey saw this pic- 
ture. 

I would like nothing better than to spend Christmas 
in Rome with Mr. and Mrs. Lacey. 

I remember when I was in Rome, we picked up a 
guide at the hotel. His broken English was very funny. 
This guide dressed in the height of fashion, in fact, 
he dressed higher than the fashion. Of course, he car- 
ried a stick and yellow gloves. Of course, he wore 
pearl gray spats. He assured us every day, as we went 
from place to place, that he was a nobleman and a gen- 
tleman. It was a fine thing to be shown about Rome 
by a nobleman, but I knew when it came to the end 
of the week, and he presented his bill, he would expect 
an extra large tip on account of his nobility. 

With us was my old friend “Bill.” Bill carried the 
money and paid the bills. He was the Judas Iscariot 
of our party, so we called him Judas. When settlement 
time came, I listened to our guide tell Bill for the 
hundredth time that he was a gentleman. Bill grasped 
him by the hand, put the other hand on his shoulder, 
and tears were in his eyes as he said: “My dear friend, 
at times I did have doubts on the subject, but after 
spending a week with you I am convinced that you are 
a gentleman, and we appreciate all the care and trouble 
you have taken in showing us so many churches and so 
many saints.” 

Bill himself was about six feet two and weighed 250 
pounds. He was so impressive that our Italian guide 
did not have the nerve to kick about the size of the tip. 
(Continued on page 69) 
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HE illustrations indicate 

the facility displayed by 
Mrs. P. J. Duke, wife of the 
proprietor of Duke’s Central 
Hardware, Marceline, Mis- 
souri, in window trimming. 
Her effective use of crepe 
paper is particularly well 
demonstrated. Mrs. Duke’s 
photo appears in the center 

of the page 
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Mrs. Duke 
Trims the 
Windows 


For Duke's 


Hardware 


EMININE display experts are as yet somewhat 
of a novelty in the retail hardware field. By far 
the greater majority of expert window trimmers 
are of the masculine sex. This fact is rather hard to 
explain, too, when you consider the fact that women arc 
generally conceded to have finer tastes and more deco- 
rative ability than men. However, HARDWARE AGE has 
learned of one exception to the general rule of men 
window trimmers. The accomplished lady to whom we 







refer, is Mrs. Goldie Duke, the wife of P. J. Duke, 
proprietor of Duke’s Central Hardware of Marceline, 
Missouri. 

Who knows? It is quite possible that this article 
which brings to light Mrs. Duke’s window trimming 
ability and illustrates her accomplishments, may serve 
as the needed incentive to encourage your wife to emulate 
Mrs. Duke’s example. This idea might prove more 
practical than it at first appears, for we must remember 
that the ladies are doing by far the largest share of the 
buying today. For this reason it is logical to assume 
that a window dressed by a woman will, in effect, express 
a woman's viewpoint, with resultant greater appeal’ to 
the ladies, who are spending the money. 


M RS. DUKE’S interest in window trimming was 
awakened by the decorative ability of a Coleman lamp 
salesman, who installed an especially attractive display 
for the store about three years ago. Since then she has 
assumed entire charge of the store’s window displays, 
which have frequently been the talk of the town. [*emi- 
nine touches are apparent in her displays, which are 
almost impossible for a man to impart to his display 
efforts. 

According to Hibbard, Spencer, Bartlett & Co. of 
Chicago, who brought Mrs. Duke’s talent to our atten- 
tion, she is especially enthusiastic over the possibilities 
of crepe paper as a decorative medium in window dis- 
plays, and has become an expert in its use. As to their 
effectiveness, Mr. Duke says, “All of her windows have 
caused lots of favorable local comment and have helped 
sales greatly.” 


Department of Commerce Issues Handbook of Market Data 


Marked impetus was given to the move- | 


Three general types of markets are con- | dustries more definitely than heretofore and 


ment now under way in the country look- | sidered in the new handbook—the general | trace the concentration of these industries 


ing to the elimination of waste in distri- | consumer, the farm, 
In each instance, figures on the factors | sirability of having this information by 


bution in the announcement by the Com- 


merce Department that a handbook of mar- | which determine sales potentialities are 
ket data for the entire United States had | presented, thereby permitting an accurate 
been completed and is now available. | evaluation of each 
American business men, it is pointed out, | Among these factors considered in the gen- 
are more and more coming to a realization | eral consumer market are income-produc- | 
of the need for statistical information on | jng activities, bank deposits, postal receipts, | 
which to base their marketing operations. | newspaper and magazine circulation, auto- 


the department undertook to bring together 


| 
| 
| 
| 
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It was in response to this demand that | mobiles registered, and trade outlets. For | was strikingly revealed in the compilation 


pensable to a scientific appraisement of 
markets. 


on the other, the country was selected as 
the most satisfactory unit for statistical | manufacture. For 


farm markets are given figures on such 
in one volume pertinent statistics indis- | items as cash income from farm sales (the 
first time ever presented), acreage, value | 
of crops and live-stock products, etc. Un- private organizations enthusiastically agreed 

In the belief that the city was too lim- | der industrial markets are given the num- sori 
ited on the one hand and the State too large | ber of plants, wage earners, wages paid, 


and the industrial. | by Counties rather than States. The de- 
counties is indicated by the fact that 73, 
or 2% per cent, of the 3073 counties of the 
country account for more than 60 per cent 
of the total vafue of our manufacturing 
| output. 

That business is showing an increasing 
tendency to cooperate with the govern- 
ment for the general welfare of industry 


particular territory. 


of the data in this handbook. Not only 
| were [Federal and State agencies called 
upon for advice and assistance, but many 


to permit the use of material which had 
been gathered by them at great expense. 


value of products and value added by | In making available this 535-page hand- 
the first time county 


book of market data, Commerce Depart- 


information, and all figures are, therefore, | distribution of mineral production is shown | ment officials stated that it was probably 
presented on this basis. In this connection, | together with the number of employees in | the most comprehensive compilation of its 


it is pointed out, steadily increasing compe- 
tition with the resulting narrowing of profit 
margins has made it necessary for the dis- 


the mining industry. 








A unique feature of the handbook is the 
showing by countries of manufacturing 
tributor of merchandise to refine his meth- | plants in cach of the 340 industriese re- 
ods of operation to meet conditions in each | ported to the Bureau of the Census, making 
unit of his trade territory. | it possible to localize manufacturing in- 


kind ever published. By using the sta- 
tistical information here presented as a 
guide, it was pointed out it will be possi- 
ble for distributors to more efficiently plan 
their sales quotas, allocate advertising ex- 
penditures, and outline sales territories 




















FOLLOWING 


The Modernistic 


By JOSEPH BERTRAM JOWITT 


HE Modernistic trend in show 

cards seems to lean toward 

brilliant harmonizing colors. 
For the winter months, warm tints 
and colors are in favor, while just 
the opposite are in demand for the 
summer months. 

The following color combinations 
will be found very effective, artis- 
tic and in perfect harmony for show 
cards and window price tickets: 

For the winter months—Light and 
dark reds, browns, orange, chrome 
yellow, black. 

For the spring season—Purple, 
pink, magenta, orchid, light yellows 
and cream. 

For summer—Light and dark 
blues, light green, white and gray. 

For autumn—Buff, tan, golden 
rod, dark brown and dark green. 

This is the final chapter on the 
Modern Poster Block. The letters 
V, W, X, Y and Z are known as 
the angle letters, and are easier to 
make than the circular or square let- 
ters. 


Te numerals 1, 2, 3, 4, 5, 6, 7, 
8, 9 and 0 are made by first outlin- 
ing each number with a No. 6 brush 
and filled in with a No. 10 brush in 
two single strokes. The numeral 
“one requires but two single strokes 
to. form its basic part, a slight touch 
here and there is necessary to 
straighten the edges. 

The numeral “8” is possibly the 
most difficult, and will require more 
practice to perfect than the others. 

The beginner should remember to 
keep the brush always in a FLAT, 
chisel-edge shape, and in order to do 
this the ink or water color should 
not be too thin; when the ink” be- 
comes too heavy to work properly it 
should be thinned by adding only a 
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few drops of water at a time. (Some 
show card writers use a fountain 
pen dropper while others use a small 
bottle with a slit cut in the side of 
the cork in order to regulate the 
amount of drops.) 

It is next to impossible to dip a 
brush in the ink and apply it to let- 
tering in a dripping position; it 
should first be wiped out on a flat 
surface, distributing the ink evenly 
through the hair, at the same time 
shaping it in the proper position for 
a FLAT stroke. This process must 
be kept up continually while letter- 


ing. 


Rep sable brushes are the best 
for show card writing on account of 
the resiliency of the hairs and their 
perfect adaptability for use in water 
colors. 

The proper position in which the 
brush should be held should be thor- 
oughly impressed upon the mind of 
the beginner. Some in their first at- 
tempts at lettering hold the brush at 
the middle of the handle. It is im- 
possible to obtain complete control 
of the difficult brush strokes in this 
manner. The handle of the brush 
should be held in an almost upright 
position, with the first three fingers 
almost touching the metal ferrule. 
In this position complete control of 
the brush may with consistent prac- 
tice be acquired. 

The flattening out process is abso- 
lutely necessary to work the ink 
through the hairs, and also to shape 
the brush into a sharp square chisel 
edge in order to do perfect flat single 
strokes. 

Single stroke letters are made by 
three or more continuous single 
strokes. These should be done in a 
bold, free hand manner and not by 
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RADIO 
TUBES 


-| Trend in Showcards 


short, little jerky strokes. Do not edge of letter a fraction of an inch. 


hesitate or stop in the middle of a The hardware salesman or win- 
stroke, but follow as the copy indi- dow trimmer who would like to 
cates to its terminal, and do not ex- _ know just how the salaries range for 
pect to get them perfect in three or show card writers might be inter- 
four attempts. ested to learn that the average one 


receives about $40 per week, while 
those in the expert class receive from 


Tus poster alphabet allows $5,000 to $8,000 yearly, and very 


more opportunity for originality few of them while learning this im- 
than other types of letters. It also portant business aid ever had such 
allows the beginner much more free- | an opportunity as this which is of- 
dom, as there are several varieties fered to every reader of HARDWARE 
of design for each letter, as illus- | AcE. So get that outfit today, and 
trated on the accompanying plate. if you strike any snags tell your 

This alphabet is a twentieth cen- _ troubles to the writer. Your letter 
tury development for something en- will be answered promptly—you do 





tirely original in lettering. At first | mot even need to inclose a self-ad- 
it was looked upon asa passing craze dressed envelope. , 

or, to use the slang expression, “a The show window is one of the 
jazz effect,” but as time passed on, most valuable assets to the retailer, 
it was gradually developed into an it is the very eyes of the hardware 
artistic and popular type of letter- store. Price tickets and show cards 
ing, and today it is probably used act as silent salesmen, and no win- 
more than any other alphabet. In dow display is complete without 








fact, there are many show card writ- them. 
ers of the present school who are allows the beginner much more free- 
unfamiliar with the old stagdard al- productive with show cards. 


phabets, such as the 
Full Roman, Egyptian 
or Old English. 

The writer regrets he 
is unable to reproduce 
color combinations, as 
this poster type looks 
its best when a little 
color is added. The 
little dots or fancy 
ornaments on the ac- 
companying cards were 
done in light blue, 
orange, yellow and red, 
etc. 

The gray shading has 
everything to do with 
making the lettering 
stand out. This shad- 
ing should be done with 
A the same size brush as 

was used for lettering. 
Just follow the natural 
contour of the letter 
keeping away from 
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This was the Londelius store in 1927. It would be declared 
better than the average of today. 
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N 1928, the Londelius “front” took on an improved appearance. A 

modern front was installed in the same building and the change 

provided three times the window display space of the front it replaced. 

The most drastic change of all transpired in 1929, when the firm 

moved into their own ultra-modern building. The paint is hardly 
dry and as you can see—it’s just about the “last word.” 
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DO YOU 


BACK LOG 


THE FIRE 


INETY-FIVE per cent of 
N the clientele of the Londelius 

Hardware, 6235 South Pe- 
oria Street, Chicago, Ill., are men. 
For several years the annual sales 
volume of this firm has exceeded 
the million mark, with peak years 
showing sales of a million and a 
quarter. Why the small percentage 
of feminine patrons, and what ac- 
counts for the million dollar volume ? 
Two words constitute the correct re- 
ply: “Builders’ Hardware.” Yes, 
sir, the old stand-by is responsible 
for the big business, that and the 
kindred lines which naturally go 
with it—tools, paints, contractors’ 
supplies, ete. 

If you were to talk with the lead- 
ing contractors and builders, operat- 
ing in Chicago’s South Side, or in 
any other section of the city, for 
that matter, you would learn that 
“Londelius” and Builders’ Hard- 
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ware are synonymous. But this rep- 
utation and the fame that naturally 
comes to a firm recognized as one of 
Chicago’s largest retailers of build- 
ers’ hardware, was not acquired and 
could not be upheld, if the firm had 
not strived for many years to es- 
tablish their preeminent position in 
this field, or if they relaxed in their 
constant vigil for the opportunity to 
make still further progress. 


Ix the early days of the firm's 
history, coal ranges were one of the 
largest revenue producers. They 
were purchased in lots of several 
carloads, and separate types on the 
sales floor often consisted of a hun- 
dred samples. As soon as the change 
in stove trends became obvious, the 
firm began concentrating their ef- 
forts on builders’ hardware. This 
is but one of the examples of busi- 
ness foresight that have always been 
practiced by the firm since its incep- 
tion. “Always have something in 
reserve.” “When the fire burns 
brightly don’t think the flame will 
last forever—have a ‘hack-log’ 
ready.” If, through some unfore- 
seen situation, should any of the 
firms leading lines be diverted to 
other channels, or for any reason it 
would be impossible to maintain the 
present high volume in those lines, 
the firm will be found prepared to 
meet the emergency with several 
“back-logs,” consisting of contrac- 
tors’ supplies, mill supplies, ete. 
Roughly, the firm’s annual volume 
can be segregated into three divi- 
sions: Sales of builders’ hardware 
and contractors’ supplies average 
$700,000 yearly. Tools, paints, sport- 
ing goods and radio contribute about 
$200,000 to the annual volume, while 
the revenue from the manufactur- 


EADY WHEN 
URNS LOW? 


ing end is about $100,000. The firm 
manufactures: Wall ties, patented 
water heaters for warming the wa- 
ter for concrete mixers, enabling the 
concrete to be mixed and poured in 
winter weather, ‘and salamanders, 
used about building operations. 
Seventy-five per cent of this firm's 
business in builders’ hardware is at- 
tributed to sales resulting from bids 
made on tendered — specifications. 
Four expert estimators are regular- 
ly engaged at figuring the hardware 
requirements of proposed structures 
from blue prints. A fleet of seven 
crucks is required to transport the 
merchandise and sixty-two em- 


ployees are on the firm’s pay roll. 
The store’s two big months for 
builders’ hardware are April for 
buildings being completed for May 
rental, and September for buildings 
heing made ready for October. 










ARRY LON. 
DELITUS, 
President and Gen- 
erai Manager of 
the hardware firm of C. A. 
Londelius & Sons, and Vice- 
President of the Great Lakes 
Supply Company, both are 
Chicago firms. Harry  prob- 
ably greets a larger number of 
builders and contractors by 
their first’ names than any 
other retail merchant in South 
Chicago. His keen foresight 
and general aptitude for the 
hardware business has made 
him a leader in the field. He 
has the rare ability of making 
his customers feel ‘tat home’”’ in 
his store, where he is known as 
a genial and gracious host. 






Twenty-one years ago the firm 
was founded by C. A. Londelius, 
who invested $600 in a stock of mer- 
chandise, which the seller assured 
him was a representative assortment 
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of hardware, but actually was a mis- 
cellaneous variety of unsaleable 
goods, deserving little more than a 
“junk” rating. Notwithstanding this 
unpretentious start, Mr. Londelius, 
through diligent application, the cul- 
tivation of a wide circle of friends 
and by building up an inevitable rep- 
utation for business integrity—pros- 
pered, and he has long since retired 
from active participation in the 
firm’s affairs, to enjoy life in the 
sunny climes of California. 

Harry Londelius, a son of the 
founder, is now the active head of 
the business. In addition, he is vice- 
president of the Great Lakes Sup- 
ply Company, jobbers of mill sup- 
plies, of which the Londelius Hard- 
ware is a subsidiary. At fifteen, 
when Harry had finished grammar 
school and a short business college 
course, his father asked him to de- 
cide whether he wanted to continue 
his education, or preferred to enter 
the store. Harry, by this time, was 
spending every spare moment in the 
store and had become fascinated 
with the hardware business. So he 
was quick to reply that he preferred 
to go into the store. Managerial 
duties were gradually assigned to 
him by his father. Some time later 
an elder brother was forced to re- 
tire from an executive position with 
the firm, due to ill health, and Harry 
assumed entire charge of the estab- 
lishment. At 36 he has attained a 
degree of success uncommon for a 


man of ‘his years in the retail hard- 
ware field. 

Mr. Londelius, when asked to 
enumerate some of the most impor- 
tant factors contributing to the suc- 
cess of their builders’ hardware de- 
partment, replied: “Probably the 
biggest factor is personal contacts 
—by developing a wide acquaintance 
with builders and contractors and 
cultivating close friendships among 
them. You must have their confi- 
dence and esteem before you can 
rightfully expect them to favor you 
with their patronage. To gain this 
end, they must know you and your 
firm intimately. I belong to their 
clubs and we play golf together. 
Then we also arrange to get to- 
gether at dinners, theater parties and 
at other social activities as much as 
possible. I am of the opinion that 
more big business deals are consum- 
mated on the golf links or at the 
club than most people realize. While 
I do as much of this sort of thing 
as is possible for any one man to do, 
without neglecting other important 
details of the business, I can’t do all 
of it that is conducive to increased 
business. For that reason we insist 
on our department heads cultivating 
their own circle of friends in a so- 
cial way. 


66 

In builders’ hardware competi- 
tion is keen and sometimes unscru- 
pulous. So it pays to know exactly 





Major interior changes, made simultaneously with the exterior alterations, were also 
extensive and productive of increased returns’ 


where you stand all of the time or 
you run the chance of being ‘in the 
red’ on your contracts when you 
‘balance up.’ You must also take 
into consideration the numerous 
shortages you will encounter. Mis- 
takes will occur on big orders as 
long as the human element enters 
into them, and all of the precautions 
you may take will not serve to pre- 
vent shortages. Loss and theft also 
enters into. the situation, as well as 
on rare occasions, misrepresentation 
on the part of the customer. But 
when a contractor calls up and says: 
‘We are short a dozen locks and a 
half dozen butts on this Smith job,’ 
you have to replace them, and it cuts 
into your profits. We always an- 
ticipate a 5 per cent loss from such 
shortages, as a matter of protection, 


W: have noticed that some 


hardware dealers seem to think they 
are making money when they submit 
a bid of 10 per cent or even less 
above cost on a builders’ hardware 
job. They can’t break even on such a 
basis. We make a fair profit, and 
our advice to other dealers is to do 
the same. 

“We believe it is highly impor- 
tant to be able to give your customers 
the best possible service at all times. 
To do this, we try to avail ourselves 
of the most modern facilities avail- 
able, and we are constantly improv- 
ing. The merchant of today should 
not only keep abreast of the times, 
but should keep ahead of the times, 
if possible. We have made major 
changes or alterations every year for 
the past three years. Just a few 
weeks ago we moved into our pres- 
ent new building. As it was built 
especially for our use, and due to 
the fact that we have planned for 
the future, we think we are ‘fixed’ 
for some time—but you can never 
tell, merchandising methods are ad- 
vancing rapidly these days, and if 
we find major changes would be ad- 
vantageous—we will make them.” 

There you have it. It might be 
said that Mr. Londelius is thus, in 
subtle fashion, expressing his belief 
that some of the primary essentials 
of success are: Having reserve re- 
sources, or “back-logs,” making per- 
sonal contacts, knowing which side 
of the ledger your transactions are 
on and giving the best possible ser- 
vice, which can only be accomplished 
with the most modern equipment. 
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‘Westinghouse Electric Acquires 
Twenty Distributing Units 


A vast electrical supply distribution sys- | 


tem covering the entire United States has 


been formed by the Westinghouse Electric | 


& Manufacturing Company it was learned 
recently. Through the acquisition of twen- 


ty large wholesale electrical organizations 


stretching from Spokane, Wash., to Miami, | 


Fla., and the placing of control of these 
companies under a newly-created subsidi- 
the 
Company, the Westinghouse Electrical & 


ary, Westinghouse Electric Supply 


Manufacturing Company has placed its 


distribution facilities for a nation under 


one head. 

The twenty companies will assist in the 
sale and service of Westinghouse products 
to such accounts as the large utility sys- 
tems and industrial companies which have 
branches throughout the country and re- 
quire local service. All of the branch elec- 
trical houses will also carry general radio 
and_ electrical Although each 
wholesale unit is controlled by the West- 
inghouse Electric Supply Company, which 
in turn is controlled 100 per cent by the 


supplies. 


Westinghouse interests, each unit will con- 


duct its own business and remain under 
present management. = 

The companies acquired are the Julius 
Andrea & Sons Company, with branches 
at Milwaukee, Waterloo 
Wis., and Des Moines and Mason City, 
lowa; the Julius Andrea-McGraw division, 
with branches at Omaha, Neb., and Sioux 


City, Iowa; the Pierce Electric Company 


and Madison, 


at Tampa, Jacksonville and Miami, lla. ; 
the Erner Electric Company at Cleveland; 
Supply 


the Wetmore-Savage Electric 


Company, with branches at Boston, Ban- 
Me., Providence, and 
Worcester, Mass.; 
Company of Chicago and Peoria; Great 
Northern Electric Appliance Company, 
with branches at St. Paul, Duluth and 
Minneapolis, Minn., and Fargo, S. D., and 
the Varney Electrical Supply Company at 
Indianapolis and Evansville, Ind. 

Other companies that have been acquired 
are the Commercial Electric Supply Com- 
pany, with branches at St. Louis and Mem- 
phis, and the Commercial Electric Supply 
Company of Detroit, with branches at De- 
troit, Flint and Grand Rapids; the Alpha 
Electric Company, Inc., with branches in 
New York and Brooklyn; Electric Appli- 
ance Company, with branches at Dallas, 
Houston, San Antonio, Tex., and Tulsa, 
Oklahoma City and Harlingen, Okla.; the 
H. C. Roberts Company, with branches at 
Philadelphia, Baltimore, Washington, Wil- 
mington, York, Reading, Allentown and 
Trenton; Illinois Electric Company at Los 
Angeles, Phoenix and Long Branch; the 
Newark Electrical Supply Company, the 
F. Bissell Company at Toledo, the Fobes 
Supply Company at Portland and Seattle 


gor, Springfield 


the Illinois Electric 





and two other Fobes Supply Companies, 
with stores at Butte, Mont., Spokane, 
| Wash., San Francisco and Oakland. 

The main offices will be at 150 Broad- 
| way, New York. Officers of the organi- 
| zation will be A. W. Robertson, chairman 


|of the board of directors; Walter Cary, 
president; John J. Gilbert, vice-president ; 
B. W. Clark, general manager, and others. 


J. Fred Wright Will Leave 
Sargent & Co. on Dec. 31 


J. Fred Wright, manager of the adver- 
tising and catalog department of Sargent 
|-& Co., New Haven, Conn., has severed 
his connection with that company, effective 
Dee. 3h 

Mr. Wright entered the employ of Sar- 
gent & Co. in New York City as a boy in 
the department of which he afterward 
became head. Subsequently he worked in 





J. FRED. WRIGHT 


the stock and order departments, and for 
a time served as a junior salesman in the 
city sales department. He was later trans- 
ferred back to the catalog department, 
where, as assistant to the late William 
J. Ladd and later as head of the depart- 
ment, he has been responsible for the com- 
pilation and production of the company’s 
catalogs, price books and other trade liter- 
ature. 

The advertising of the company, which 
began in a small way and has become an 
increasingly important part of its sales 
program, has been carried on under the 
direction of Mr. Wright for a number of 
years. His signature on letters sent to 
the trade with proofs of advertisements 
has become well known to hardware mer- 
chants and buyers all over the country. He 
also has a wide acquaintance in advertising, 
printing and publishing circles. 

Mr. Wright has resided in New Haven 
since 1915, when the department of which 
he has had charge was transferred to the 
company’s main office and factory. In ad- 
dition to his duties with the company, Mr. 
Wright is publisher of the well-known 
Ladd’s Discount Book which, for the pres- 
ent, he can supply from his address at 90 
Everit St., New Haven 

Mr. Wright has not announced his plans 
for the future. 





Whiting-Adams Co. Appoints 
R. H. Ure on Pacific Coast 


R. H. Ure is now located in the Rialto 
Bldg., San Francisco, Cal., representing the 
Whiting-Adams Co., maker of brushes at 
690 Harrison Ave., Boston, Mass. 

He will cover the Pacific Coast terri- 
tory for this manufacturer. 


Joseph Orgill Dies in Memphis; 
Was Orgill Brothers Executive 
Joseph Orgill, vice-president of the 

Memphis, Tenn., wholesale hardware dis- 


tributing firm of Orgill Brothers & Co., 
passed away in his Memphis home on the 








JOSEPH ORGILL 


2 


evening of Dec. 13. He was sixty-three 
years of age and, as he had not been in 
good health for a year, his death was not 
unexpected. Mr. Orgill was born in Eng- 
land and came to this country at an early 
age. His father was one of the founders 
of the company bearing his name. Mr. 
Orgill became a member of the firm about 
45 years ago, first as a buyer then a mem- 
ber of the audit department, retiring from 
active work in the buying department about 
two Years ago. 

Active in civic and religious enterprises, 
Mr. Orgill was regarded as one of the 
outstanding cititzens of Memphis. He is 
survived by his widow and three children. 

William Orgill, a brother, is president 
of the Orgill Brothers & Co. 


Harry H. Kerr, Now President 
of Chandler & Farquhar Co. 


Harry H. Kerr has been elected presi- 
dent of the Chandler & Farquhar Co., Bos- 
ton, Mass. He is also president of the 
Boston Gear Work of that city. 

Charles S. Farquhar is treasurer of 
Chandler & Farquhar and Bartholomew J. 
Gorman is assistant treasurer. 

Directors include: J. H. Drury, presi- 
dent, Union Twist Drill Co.; W. T. Read, 
treasurer, Morse Twist Drill & Machine 
Co.; Harry H. Kerr; Frank A. Ball, presi- 
dent, The L. S. Starrett Co.; Patrick 
Sweeney, treasurer, Continental Wood 
Screw Co.; Judge Arthur P. Stone and 
F. Alexander Chandler. 
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Lorain County (Ohio) Dealers 
Banquet in Oberlin, Dec. 12 


Fifty members of the Lorain County Re- 
tail Hardware Association with their wives 
banqueted at the Oberlin Inn, Oberlin, 
Ohio, on the evening of Dec. 12. The 


address of the evening was delivered by | 


Prof. Newell Simms, head of the Sociol- 
ogy Department of Oberlin College. 
Others who spoke included James Brat- 


ton, City Hardware Co., Lorain; H. T. | 


Winckles, Farm Implement Co., Elyria; Al 
Hannaford, Elyria Hardware Co., and 
Miles J. Watson, Watson Hardware Co., 
Oberlin. Mr. Watson is a past-president 


of the Ohio Retail Hardware Association. | 


Members of the county hardware organi- 
zation praised the efforts of Glenn I. Moly- 
neaux, president, Lorain County Associa- 
tion, and Ralph Bailey, secretary-treasurer 
of the hardware association, for the suc- 
cess of the meeting. Both officers reside in 
Oberlin. 





Schlage Lock Co. Announces 
Large Factory Expansion 
Schlage Lock Co., manufacturer of but- 
ton locks at 20 Bayshore Ave., San Fran- 
cisco, Cal., announces the letting of con- 
tracts for new 


one-third. 


The new factory extensions are planned | 
| subsidiaries, to supply a sporting arm for 
sige | every purpose 

the new heavy duty office building types | 


for the installation of new machinery and 
equipment required in the manufacture of 


of locks, which are to be brought out in 
the near future. 





T. McMurray Dead—President 
J. C. Lindsay Hardware Co. 


Thomas McMurray, president of the 
J. C. Lindsay Hardware Co., Pittsburgh, 
Pa., hardware jobber, died at his home in 
Wilkinsburg, Pa., on Dec. 13, aged eighty 
years. 

He had been in comparatively good 
health until a few days ago, and death 
came rather suddenly after a short illness 
with pneumonia. 

Mr. McMurray was one of the best 
known men in the Pittsburgh hardware 
business, having been associated with the 
Lindsay company for 61 years. He went 
with the company in 1868, one year after 
its founding, and held various positions 
prior to his election to the presidency in 
1912. 





Hibbard, Spencer, Bartlett & Co. 
Host to Two Hundred Dealers 


Two hundred Chicago retail hardware 
dealers attended the “Open House” held 
by Hibbard, Spencer, Bartlett & Co. on the 
night of Dec. 6. They met at eight o’clock 
in the auditorium on-the twelfth floor of 
the wholesale building. 

R..H. Roberts, manager of the company’s 
dealers’ service bureau, introduced Rivers 
Peterson, editor of the Hardware Retailer, 
who spoke on “Business Control.” 

Numerous filled-out forms illustrating the 
control plan were thrown on a screen by 
stereopticon. Paul M. Mulliken, of the 
State Association also spoke. 


factory buildings which | 
will increase the present factory space by | 


| Savage Arms Corp. Buys 
A. H. Fox Shotgun Business 


Savage Arms Corp., Utica, N. Y., re- 
| cently announced the purchase of the shot- 
| gun business, including tools, inventory and 
| good will, of the A. H. Fox Gun Company 
| of Philadelphia, Pa. 
| A. H. Fox Gun Company has manufac- 
| tured and sold a high-grade double barrel 
| shotgun. 

By including the Fox gun in the pro- 
ducts of the Savage Arms Corp., it is 





T. L. HOPKINS 


Arrangements will be made for the im- 
mediate transfer to Utica, N. Y., of the 
entire shotgun manufacturing equipment 


Company will be operating as a unit, utiliz- 





W. D. HIGGINS 


ing space in the Savage Arms Corp.’s 
buildings. 

The Stevens Arms Company, which is 
owned and operated by the Savage Arms 
Corp., will continue to manufacture, at 
Chicopee Falls, Mass., the Stevens shot- 
guns and rifles. 

The appointment of W. D. Higgins 
as promotional sales manager is also an- 
nounced. Mr. Higgins will have charge 
of all sales promotion work in connection 
with the Savage, Stevens and Fox lines. 

T. L. Hopkins, arms sales manager, will 
continue to have general supervision over 
all arms sales activities of the Savage- 
Stevens companies. 








| now in a position directly, and through its | 


of the Fox plant, and the A. H. Fox Gun | 


| 
| 


Continental Screen Co. Starts 
Distribution Cars Feb. 15 
Continental Screen Co., 1323 Book Bldg., 


| Detroit, Mich., announces that its distribu- 


For many years the | 
| screen season. 
| orders be placed with jobbers as soon as 


tion cars will commence moving on Feb. 
15, in order to get screen goods to all hard- 
ware dealers in plenty of time for the 
The company suggests that 


possible, in order that they may be sent 
by these distribution cars to the leading 
cities of the country. 


The Collins Co. Appoints 
D. G. Baldwin Co. Its Agent 
The Collins Co., manufacturer of edge 

tools in Collinsville, Conn., has appointed 
D. G. Baldwin Co., 41 Murray St., New 
York, N. Y., as its sales representative 


| throughout the metropolitan district of 


New York, N. Y., and the territory adja- 


| cent to it, which it covers regularly. 


J. Frank Langenau Is Dead 


J. Frank Langenau, president, Langenau 


| Mfg. Co., 8403 Franklin Ave., Cleveland, 
| Ohio, maker of hardware specialties, died 





on Dec. 13. He was a son of William C. 
Langenau, founder of the company, and 
had been its president as well as treasurer 
since the death of the latter ten years ago. 





F. A. Seedlock Has Rejoined 
Filecraft, Inc., in Cleveland 
Frank A. Seedlock has become super- 


| intendent of the plant of Filecraft, Inc., 


| Cleveland, Ohio. 


This organization pro- 


| duces ‘“Truarc” and “Master’’ files. 


Mr. Seedlock was for many years su- 
perintendent of the Vixen Tool Co., New- 
ark, N. J. From 1909 to 1924 he was 
secretary-treasurer of Filecraft, Inc. 


Barry Maxwell Adams Is Dead 


Barry Maxwell Adams, president of the 
Eureka, Cal., retail hardware firm of H. 
H. Buhne Co., died recently following a 


| lingering illness. 





He was born in Eureka on Feb. 16, 1867. 
His early years were spent in Arcata, Cal. 
In 1902 he became affiliated with the Buhne 
organization, and upon the death of H. H. 
Buhne several years ago he became the 
president of the company. 

He is survived by his widow, a daughter 
and two sisters. 


Michigan Store Needs Catalogs 


Fire recently destroyed catalogs and 
files of The Quality Hardware Store, Iron 
Mountain, Mich. A new building is in the 
course of construction, and this retail mer- 
chant would appreciate receiving catalogs 
and price lists from jobbers and manu- 
facturers. 
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Stanley Aerial Grinders 


There are now on the market two new | 
aerial grinders No. 565 with a 5 in. wheel | 


and No. 566. with a 6 in. wheel 


ing a minimum of humps and hollows to 
collect dirt and grease. 

The fine balance and the comfortable 
handle with convenient switch make these 





grinders exceptionally easy to use. New 
seal type grit proof and ball bearings 
throughout. Universal motors with plenty 
of reserve power will take care of any 
production job. Eye bolt and spring fur- 
nished for use in suspending grinder above 
work. Complete with grinding wheel, ad- 





justable wheel guard, 12!4 ft. of rubber 
covered cable, armored plug has special 
cord grip. Full information can be fur- 
nished by the Stanley Rule and Level Plant, 
New Britain, Conn. 





Draw-Cut Pruning Shears 


A compound leverage for power and a 
drawing, slicing cut have been combined 
in the “Bernard” draw-cut pruning shear 
which is manufactured by The Wm. Scholl- 
horn Co., New Haven, Conn. 

This new item has straight handles, pro- 
viding a good grip ‘and a positive strap 





lock. A sharp, beveled anvil is said to stop 
mashing and bruising the bark when prun- 
ing. This is a light tool with blades made 
of tool steel. 
with a strip of wood for testing. 





A Powerful Gripping Plier 
Kant Slip pliers have a powerful, paral- 
lel grip which is said to increase their effi- 


NO STRAIN ON THE PIN 
peti aaetee i 





On these | 
new grinders, as on all Stanley electric | 
tools, the smooth design is maintained hav- | 


| yet compact and convenient. 


| that has heretofore required a number of 
| other tools. 


| to hold the two members together, not as 
a point of strain. Due to its patented con- 
struction, the plier grips securely any shape 
object with the slightest pressure and re- 
leases instantly. 

The plier is a drop-forged tool made 
of chrome vanadium steel. The teeth are 
accurately machined and the handles are 
shaped to fit the hand. The tool has been 
designed to stand up under the hardest 
| kinds of use, says the manufacturer, Kant 
| Slip Plier & Tool Co., 6036 Wentworth 
| Avenue, Chicago, III. 





| High Speed Grinding Machines 


The Hisey-Wolf Machine Co., Cincin- | 
Ohio is producing a new high speed | 
| grinding machine, which is sturdily built, 


| nati, 





Ht HISEY- WOLF MACH ‘ 


IN NAT] OHIO 





The motor 
is ball bearing equipped and has a starter. 
Various safety devices are incorporated in 
this machine which has been constructed 
to stand hard and continuous service. 





The Pin Nut Is Introduced 


The Pin Nut is an entirely new nut, said 
to be fool proof, eliminating lock washers, 
cotter pins, jam nuts and holes in bolts. It 
has been placed on the market by Kraber- 


Pa 

The nut is put on the bolt and after 
reaching desired position, a pin is driven 
into a groove from the surface of the nut, 
which turns around the bolt, forming a 





It is packed in a display box 





ciency to such a degree that they will 
easily and effectively perform the work 


complete lock. 





It is said that Pin Nuts will fit any kind 
of bolts; cannot be jarred loose or fall 
off and can only be removed by hand with 
standard tools—easily and quickly. 

Another feature claimed for this prod- 
uct is that the nut can be placed on the bolt 
in a position to allow desired play, yet will 
not come off when once the pin has been 
tapped in as far as it will go. 





| 
The Kant Slip pliers uses the pin only | 





hall, Inc., Land Title Bldg., Philadelphia, 


Fostoria Fender Tools 


Tools, carefully selected to provide with 
a minimum equipment everything essential 
for fender repair, have been offered to the 
trade by the Fostoria Pressed Steel Corp., 
Fostoria, Ohio 

This new line of fender tools has been 

















designed to aid efficient fender replace- 
ment. The tools are available either in 
sets or singly. A compact manual is also 
supplied, giving detailed directions for fen- 
der repair work. 


Improved Capital Sweeper 
The improved Capital carpet sweeper 
needs no oiling, is said to be squeak-proof 
and has a one-piece top for rigidity and 














disk 
opening pans are to be 
sweeper, as are oil-tempered steel springs 
and a compensating action which makes 
for easier and more efficent sweeping. 
The brush on this improved cleaner is 


wide 
this 


wheels and 
found on 


strength. Steel 


in diameter. Rubber bumpers on 


34% in. 


| the corners of the sweeper protect furni- 
| ture. 


This sweeper can be had in mahog- 
any, walnut or bright, attractive shades. 
Capital Furniture Mfg. Co:, Noblesville, 
Ind. 
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WASHINGTON NEWS LETTER 


The research projects of the Domestic Commerce Division, Department of 
Commerce, are outlined in the annual report of Secretary of Commerce Rob- 
ert P. Lamont—Some projects will embrace surveys of hardware and allied 


Bureau of HARDWARE 
AGE) 

An interesting discussion of the 
work of the Domestic Commerce Di- 
vision, Department of Commerce, ap- 
pears in the annual report of Secretary 
of Commerce R. P. Lamont. The Di- 
vision being comparatively new and 


4 Washington 


dealing with distribution in retail and | 
other lines has attracted a great deal | 


of attention because of the great value | 


of the work 
developed. 
The Division is engaged in a number 
of research projects whose results are 
aimed at the elimination of some por- 
tion of the estimated 
wastes in the distribution system. 
Waste, for instance, that arises from 
such conditions as excessive expend- 
iture in sales promotive efforts without 


in fields not heretofore | 
| records the experience of a firm which 


$8,000,000,000 | 
| ritory was reduced about 35 per cent 


adequate information as to prospects | 


in a given market; disorderly market- 
ing; haphazard procedure in retail mer- 
chandising; extravagant delivery ser- 
vices and unwise credit methods. 

The most sweeping endeavor of the 
Division is its national regional market 
surveys, in connection with which the 
United States has been divided into 
nine regions, for detailed analysis of 
local commercial factors. These sur- 
veys are to provide a thorough basis 
of facts upon which scientific, waste- 
less distribution may be planned. 

The reports on each area describe 
the outstanding features of the fund- 
amental industries of agriculture, for- 
estry, mining, 
trade, etc., which form the sources of 
people’s income and wealth. Commod- 
ity movements and the machinery of 
distribution, wholesale and retail mark- 
eting areas, merchandising and credit 
trends, factors involving advertising 
appeal, store and plant location, nature 
of outlet, merchandising methods, buy- 
ing habits, commodity preferences, and 
other factors are considered. 

Another type of waste-eliminating 
research in which the Division is en- 
gaged concerns the analysis of distribu- 
tion costs from the standpoint of the 
cost of handling individual items or 
performing individual services. The in- 
vestigation into wholesale and retail 
distribution, for several lines of trade, 
including hardware, paints and _ var- 
nishes, electrica] equipment, specialties, 


fishing, manufacture, | 














industries—Other interesting news. 
By L. W. MOFFETT 


etc., have as their purpose not so much’ 
to provide comparative data on oper- 
ating costs or to specify wasteful | 
practices in the concerns studied, but | 
rather to present a method for func- | 
tional cost allocation, which may easily 
be adopted by any member of the trade | 
in determining the profitableness of his 
own individual commodities, customers 
or services. 

The report pointed out that the 
Division’s wholesale hardware study 


had reduced its inventory items from | 
12,000 to 6500; accounts were cut 
about 50 per cent to include only those 
which were profitable; the sales ter- 


and yet the dollar volume of net profit 
was increased 35 per cent and oper- 
ating expenses were reduced from 20 
per cent on sales volume to 16 per 
cent. 

Still another line of research de- 
signed to eliminate wasteful procedure 
from distribution concerns the matter 
of credit selling. Of the immense sum 
of not less than $8,000,000,000 estim- 
ated to represent waste in distribution, 
nearly $1,000,000,000 is said to be at- 
tributable to credit losses. In view of 
the desirability of scrutinizing credit 
practices to eliminate preventable 
waste, the Division has undertaken, at 
the request of the National Retail 
Credit Association and affiliated bus- 
iness groups, a national survey of re- 
tail credit conditions. 

A material part of the costs of distri- 
bution is said to come from cost of 
extending credit. Any unnecessary 
mark up in consumers’ prices caused 
by charges to cover wasteful practices 
in the extension of credit is a burden 
on all classes of business, as well as on 
the consumer, it is pointed out, and 
anything that will reduce the cost of 
extending retail credit will be a boon, 
therefore, to consumers, retailers, 
wholesalers, manufacturers and farm- | 
ers. 

The survey will show, for instance, 
by number, size, location, and class 
of store—department, chain, hardware, 
automobile, furniture, shoe, etc.—the 
losses on open accounts and on install- 
ment sales, collection ratios, and 
methods of credit scrutiny, correlations 








between credit losses and proportion of 


price represented as down payment, in 
different lines of business, reposses- 
sions, and salvage values of individual 
commodities. 

Among still other projects of the 
Division are studies designed to out- 
line logical trading areas throughout 
the United States and providing basic 
data upon which sales or advertising 
quotas may be set by any concern, 
scientifically and with a minimum 
guesswork. 


Congress passed in jig time the joint 
resolution reducing individual and cor- 
porate taxes, the latter cut from 12 to 
11 per cent. Taxes on small incomes 
were reduced to the greatest extent 
from a point of percentage. The slash 
provided in the measure is $160,000,000 
and is applicable to the year 1929 
only. In the event business conditions 
justify it will be made permanent. Bus- 
iness is expected to be stimulated by 
the cut and it was prompted partially 
as a part of the prosperity program 
of President Hoover. The resolution 
was before Congress but a few days 
and its quick action on the measure is 
an example of what Congsess may do 
in the way of dispatching legislation. 
The leaden-footed progress of the 
Senate on the tariff bill is an example 
of the other type. 


Martin A. Morrison, former member 
of Congress from Indiana, has been 
appointed assistant chief counsel of the 
Federal Trade Commission in charge of 
court work to succeed Adrien F. Busick, 
who resigned to enter the practice of 
law. Mr. Morrison has been on the 
commission’s staff of trial attorneys. 


The trade practice conference of the 
farm seed industry at Chicago on Fri- 
day, Dec. 20, was the ninety-fourth 
held since the procedure was adopted 
by the Federal Trade Commission. 
The large number of these conferen- 
ces is accepted as conclusive proof of 
the anxiety of business to set-up self- 
government and rid itself of bad prac- 
tices. 
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Hardware Sales Attain Holiday Peak 
Prospects Are Considered Good 


NEW YoRK, Dec. 24.—The holiday demand for hardware reached 
its peak during the past week. Jobbers in many of the principal 
markets were forced to work night and day to fill the avalanche of 


rush orders for holiday merchandise. 


Wholesalers in the Middle- 


West have reported that their holiday sales totals have been the 
largest in history. Other sections advise that Christmas trade is 


about on a parity with last year. 


As preparations for inventory get under way, the opinion is fairly 
general that prospects are bright for 1930. The only unfavorable 
factors which appear to be affecting the retail hardware trade is 
the inclement weather prevailing at present, which has retarded 
Christmas shopping to some extent, and the tightness of money 


having a tendency to curtail store collections. 


The credit situation 


with the jobbers, however, is considered satisfactory. 
Recent price revisions have been of minor character. The changes 
made were mainly in the nature of general readjustments. 





Freight Loadings Increased 
for Week Ended Dec. 7 


Loading of revenue freight for the week 
ended on Dec. 7 totaled 936,825 cars, an 
increase of 99,718 cars above the preceding 
week this year, when freight traffic was 
reduced owing to the observance of 
Thanksgiving Day, according to the car 
service division of the American Railway 
Association. 

The total for the week of Dec. 7 was 
however, a reduction of 47,948 cars under 
the corresponding week in 1927. 

Loadings for the week compared with 
the same week last year follow: 

Miscellaneous freight, 318,194 cars, a de- 
crease of 35,630 cars; merchandise, less 
than carload lot freight, 247,389 cars, a re- 
duction of 9,055 cars; coal, 218,132 cars, 
an increase of 19,041 cars; forest products, 
52,901 cars, a decrease of 10,228 cars; ore, 
8808 cars, a decrease of 2385 cars; coke, 
12,158 cars, an increase of 1452 cars. 

Grain and grain products loading aggre- 
gated 47,983 cars, a reduction of 8716 cars. 
In the Western districts alone grain and 
grain products loading amounted to 34,953 
cars, a reduction of 3433 cars under the 
same week in 1928. Live stock loading 
totaled 31,260 cars, a decrease of 2427 cars. 
In the Western districts alone live stock 
loading amounted to 24,209, a decrease of 
1360 cars compared with the same week in 
1928. 

All districts, except the Pocahantas and 
Central West, reported reductions in the 
total loading of all commodities compared 
with the same week in 1928, but all districts 
reported increases compared with the same 
week in 1927, except the Southern, which 
showed a decrease. 





U. S. Toy Output Tops 
$100,000,000 Record 


In 1927, the last year for which United 
States production figures are available, the 
national toy bill was estimated at a hun- 
dred million dollars and exports at $4,000,- 
000. For the two subsequent years, the 
department said, those who have watched 
the manufacturers in this industry and the 
use by children of American toys antici- 
pate a far larger consumption total. 

Changing customs and tastes and the de- 
velopment of construction, transportation 
and other industries were said by the de- 
partment to have had their effect on the 
toy industry and are reflected in the new 
kinds and designs of playthings. 


November Exports Declined— 
11 Months’ Total Gains 


November exports receded materially 
from the year’s high figure of $528,549,000 
established in October, totaling only $448,- 
000,000, a decline of $80,549,000, and im- 
ports also dropped, aggregating $339,000,- 
000, against $391,025,000 in October, ac- 
cording to preliminary figures issued by 
the Department of Commerce. 

On the basis of totals for eleven months, 
however, both exports and imports for the 
current year will materially exceed those 
of 1928. Exports to the end of November 
aggregated $4,820,447,000, against $4,652,- 
512,000 for the same period last year and 
$5,128,356,000 for all of 1928, while im- 
ports totaled $4,090,043,000, against $3,- 
752,036,000 for eleven months and $4,091,- 
444,000 for all of last year. 





Radio Sales Show Increase 
Gain for Year Is Indicated 


The radio business is increasing steadily, 
according to a national survey made by 
the Radio Manufacturers’ Association. Re- 
ports from leading radio chain stores, in- 
dependent dealers and department stores, 
totaling thirty-eight retail units, shows a 
sharp increase in purchases within the last 
two weeks, ranging from 10 to 85 per 
cent. The average increase is 23 per cent. 
Only one store reported a decrease in busi- 
ness and one chain reported business about 
the same as last season. 

“IT know from numerous surveys which 
have been made that the total radio busi- 
ness for 1929 will run appreciably ahead 
of the 1928 totals,” according to William 
Alley, merchandising manager of the asso- 
ciation. “There will be a 25 per cent in- 
crease for the year. The stores reporting 
indicated that the radio business at this 
time is running somewhat behind Decem- 
ber of last year. With the exception of 
one store, which reported a 15 per cent 
increase over last year, all showed slight 
declines. This decline, however, seems to 
be confined more or less to the metropoli- 
tan territory, as reports from other parts 
of the country indicate that radio sales, 
generally, are keeping neck and neck with 
the business of December, 1928. 

“Retailers are not worried concerning 
the ultimate totals for the entire year. 
Radio sales in the first ten months are re- 
ported as running anywhere from 15 to 40 
per cent over 1928, and although sales in 
the New York area are not running as 
well as last year, 1929 as a whole will 
show a very satisfactory increase.” 





Farm Crop Value Shows Gain 
of About 1 Per Cent 


The value of this season’s crop in the 
United States is estimated by the Crop Re- 
porting Board of the Department of Agri- 
culture at $8,580,528,000, compared with 
$8,495,788,000 last year, or an increase of 
about 1 per cent, or $84,740,000 in value, 
according to the report issued by the board 
today. The value was based on Dec. 1 
prices of fifty leading crops. 

The area harvested was 367,082,000 acres, 
or about 1 per cent more than last year’s 
acreage, but widespread drouth cut yields 
5.3 per cent under last year’s and 2.2 per 
|cent below the average of the last ten 
a The net result was a production 
| 
| 
| 
| 








decrease of 4.8 per cent below last year. 

Principal increases in value are reported 
for hay, fruits, vegetables and sugar crops ; 
principal decreases are reported for grains 
and cotton. The hay crop is valued at 
$1,349,000,000, compared with $1,240,000,- 
| 000 last year; potatoes, $470,000,000, com- 
pared with $251,000,000 last year; sweet 
| potatoes, $80,000,000 this year, against $71,- 
| 000,000 last year. 
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BOSTON, Dec. 24.—Christmas season sales were larger than local 
shelf hardware jobbing houses expected. Jobbing houses were 
obliged to remain open for business later than usual. Wholesale 
stocks of holiday goods have been well hit. By the time this appears 
in type it will be all over, and the retail trade will have settled down 
to routine winter business. 

The volume of holiday business was encouraging and gave the 
New England trade a hopeful slant on the future. It is expected 
that jobbers will shortly offer retailers special inducements in mer- 
chandise. It is also anticipated that retail buying of spring goods 
will begin to gather momentum shortly after Jan. 1. Between now 
and then, however, both retailers and jobbers will give much atten- 
tion to inventories and much thought to rearrangements of stores. 
Jobbers seem to feel that more or less price adjusting will be an- 
nounced by manufacturers within the next week or so. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. BOSTON. 


AUTOMOBILE ACCESSORIES. 


Tires.—Competitive, clincher, extra 
heavy, straight side, 30 x 3%, $5.60 
each, list; 31 x 4, $9.40; 32 x 4, 
$10.10. Discount 12% and 10 per obtain. 
cent. Handles.—Single bit, - -in., $7 per 


; -f : doz. net; 30 in., $6.40; 32 in., $6. 40 and 
Tires.—Mansfield line heavy duty ¥ 
cord, clincher, 30 x 3%, $7.25 each, $4.86; 28 in., $4.16 and $5. 
list; straight side, 30 x 314, $9.85; 31 
x 4, $12; 32 x 4, $12.80; 32 x 4, 
$13.45; 32 x 4%, $17.30; 33 x 4%, 
$18; 34 x 4%, $18.60; 33 x 5, $23.50. 
Discount 12% and 10 per cent. 


Tires.—Mansfield line, truck, 8-ply 


AXES. 


Axes. — Standard makes withont 
handles, $14.50 per doz. net. The 
usual extras for weights and handles 


BATTERIES. 


Batteries. — Radio, wet, No. 
A6RHA7, $13 each list; No. BARC120, 
ee ry $15; No. BARC- 
e.. 100, $15. iscount 50 per cent. 

2 : 1B. $23.70 each, list; 33 x Batteries.—Columbia, dry cell, in 
4%, $24.55; 30 x 5, $28.40; 34 x 5, lots of 50, 32c. each net, freight al- 
$33.70; 35 x 5, $34.50; 10-ply, 32 x é: lowed. Hot Shot, in parrel lots, No. 
$47.15; 36 x 6, $51.80; 38 x 7%, $72.6 1461M, $1.65 each net; No. 1562M. 
12-ply, 36 x 8, $94.85; 40 x 8, $101. 80. $1.97; No. 1662M, $2.34.’ In less than 
Discount 30 per cent. barrel lots, No. 1461M, $1.79; No. 

Tires.—Mansfield line, balloon, 4.40- 1562M, $2.07; No. 1662M, $2.45. : 
19, $7.80 each, list; 4.50-20, | $8.85; Bae age! Pipe ge wy oo Rad fmeg 
oa” fais nia a ot a > ol 40¢ * each net BE batteries, in units 
6-ply, $4.40-21, $11.50; 5 os 21. foal: of 5, No. 767, less than unit packages, 
ts age f 9.49. 4 $ e $2.06 each net; unit packages, $1.92. 
5.50-20, $17.85; 6.50-19, $22.30; 7.30- No 770, 1 n ame Pp é ’ $3: 
20, $34.50. Discount 12% and 10 per ce Mgt Eo Be ae. — pac io” Pod 
—- than unit packages, $2.06; unit pack- 

bs age waaay 4 line, _ balloon, ages, $1.92. Storage batteries, 6 to 9, 
double service, 4.50-21, $17.45 each, $9.75 each net; 6 to 11, $11.10; 6 to 
list, 5.25-21, $25. 45; 6.50-18, $33.75; 13, $13.05. 


6.50-20, $34.50; 6.50-21, 36.15. Dis- 
BOLTS AND NUTS. 


count 30 and 10 per cent. 
Tire Chains.—30 x 3%, $4.50 a pair, Bolts.—In full packages, machine, 
50 and 5 per cent discount; common 


list; 31 x 4, $5.50; 32 x 4, $5.50; 33 x 
4, $5.75; 32 x 4%,_ $6.25; 33 x 4%, carriage, 50 and 5 per cent; stove 


chine, 25 per cent. 


1 e 

i th Sen fetoo ti bolts, 70 and 10. per cent;’ coach 
x 4.40, $4.50: 29 x 4.40, $5; 31 x screws, 50 and 5 per cent; Eagle 
4.40 $5 50; 28° x 4.75 $5 25; 29'x 4.75 carriage, 50 per cent; counter-sunk 
Pade x 4.75 $6: 99 x ‘4.95 $5.50: Eagle, 40 per cent; counter-sunk ma- 

30 x 4.95 4 D5: 32 In less than full 


$6.75; 30 x 5.25, $6.75; 31 x 5.25, 
$7. One to nine pair; discount 30 per 
cent; 10 to 49 pair in one shipment, 
35 per cent discount; 50 pair in one 
shipment, 40 per cent discount. 


ASH SIFTS. 


Ash Sifts.—Triumph, two to the 
crate, in crate lots, $2.17 each crate 
net. Success, $6.50 per dozen net. 
Square, in dozen lots, $5.75 per doz. 
net; round, $3.68. Favorite, $6 per 


doz. net; Rapid, $8.40. 

Ash Can Trucks.—Little Mann, $30 
per dozen net; Senior, $28. Blue Rib- 
bon barrel racks, $3.75 each net. 





packages, add 25 per cent. 

Nuts.—In full packages, semi-fin- 
ished, U.S.S. and S.A.E., 25 per cent 
discount; castellated, S.A.E., 25 per 
cent. In less than full packages. 


CELLO GLASS. 


Cello Glass.—In 100 ft. rolls, 36 
in., 12c. per sq. ft. net, in 50 ft. 
rolls, 12%c.; 50 te. rolls, 28 in., 12%c. 
in ordering 10 100-ft.’ rolls or the 
equivalent, a discount of %c. per 
sq. ft. is allowed. 


CLOTHES DRYERS. 


Clothes Dryers.—Standard make, 
No. 12, $6.75 each net. 





Christmas Trade Exceeded Expectations— 
Some Price Revisions Are Predicted 


CONDUCTOR PIPE. 


Conductor Pipe.—Steel, 28 gage, 2 
in., in lots of 250 ft., 18c. per ft. list; 
3 in., 2@c. Discount, 60 and 15 per 
cent.” Toncan, 28 gage, 2 in., 18c.; 3 
in., 20c. Discount, % and 10 per cent. 
Sheet steel, 28 gage, 2 in., 18c.; 3 in., 
20c. Discount 75 per cent. Higher 
prices are asked for smaller lots. 

Elbows.—Round, corrugated steel 
28 gage, No. 2, 2 in., 30c. each list = 
lots of 300; 3 in., 35c. No. 3, 2 
30c.; 3 in., 36e. Discount, 60 ‘and 16 
per ‘cent. Toncan iron, No. 2, 2 in., 
40c. each list in lots of 300; 3 in., 
48c.; No. 3, 2 in., 40c.; 3 in., 38c. 
Discount, 55 per cent. Higher prices 
are asked for smaller lots. 


DISPLAY TABLES. 


Screw cabinet, $5 each net; bolt 
and nut unit, $43; counter merchan- 
diser, $12.50; golf stick and gun rack, 
$1.90; wall brackets, 52%c.; counter 
nail bin, 9 ft., $1.24, 6 ft., 86c.; nail 
box only, $2.65; glass for cutlery 
tables, $33.70 per set. 


DOOR MATS. 


Door Mats.—Cocoa, 14 x 25 in., 
66c. each net; 16 x 27 in., 84c.; 18 
x 30 in., $1.05. Steel wire, $1.47 each 
net. Black rubber, 18 x 30 in., $8 a 
doz. net. 


FILES. 


Files. — Simonds and _ Nicholson 
lines, 50 per cent discount; other 
makes 60 and 10 per cent. 


GARBAGE CANS. 


Garbage Cans.—Underground, gal- 
vanized, No. 2, $9.75 each net; No. 3, 
$12.25; No. 10, in lots of a dozen, $6 
each; cement coated, 14 x 22 in., $11 
each. Regular outdoor, galvanized, 
11 gal., $1.05 each; 13 gal., $1.44; 42 
qt., $1.68. 

Garbage Pails.—Galvanized, 3 gal., 
$8.20 per doz. net; 5 gal., $10.50; 7 
gal., $11.60; 10 gal., $12.90. 

Garbage Receivers.—For the sink, 
$12 per doz. net. 


ICE CREEPERS. 


Ice Creepers.—Featnerweight, Nos. 
1, 2 and 3, $3.75 per doz. pair; New- 
ark, $3.65; Acme, $1.35; Union, $1.60; 
Eagle, $1.35; Neverslip, men’s, $2.44; 
ladies’, $2.44. 


PAILS. 


Pails.—Galvanized, 8 qt., $2.28 per 
doz. net; 10 qt., $2.54; 12 qt, $2.80; 
14 qt., light, $3.11; 12 qt., heavy, 
$4.11; 14 qt., heavy, $5.42; 14 qt. 
extra heavy, $6.19. 

Pails—Wood, two hoop, clear, 
$4.12 per doz. net; 3-hoop, clear, 
$4.50; stable, iron hoops, $6.50; white 
cedar, galvanized hoops, $17. 


SAW BUCKS. 


Saw Bucks.—Rigid, 34.50 a doz. net; 
folding, $4.60; folding, extra heavy, $5. 


TEA KETTLES. 


Tea Kettles —Aluminum, Univer- 
sal, No. 265, $2.67 each net; No. 266%, 
$2.87; No. 26734, $3.21. Wagner, cast, 
No. 105, $3; No. 106, $3.60; No. 107, 
$3.95; No. 108, $4.25; No. 109, $4.75. 
Rome nickel-plated copper, No. 37, 
$19.15 per doz. net; No. 38, $20.80; 
No. 39, $22.50; No. 638, $24.30; No. 
639, $26.75; No. 18, special, $15.60; 
No. 8, Copper King, $18; No. 8, 
Copper Queen, $19.20. 
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CHICAGO, Dec. 24.—So far as the Chicago wholesale hardware | 


market is concerned, this has been the best pre-holiday season on 
record. Christmas merchandise has been rolling out to the retail 
trade in heavy volume right up to the eleventh hour. As so freely 
predicted, some shortages have developed in toys and sporting goods. 
Collections, on the whole, are easier than at this time last year; in 
this respect the agricultural sections are healthier than the indus- 
trial districts. Many factories in the general field are shutting down 
for inventory, which, of course, reduces the buying power of the 
workers for the time being. In some lines there is a good deal of 
unemployment. In the hardware field, however, both trade and 
credit conditions are healthy. Since downright luxury items are so 
scarce in the hardware market, the recent tobogganing of specula- 
tive stocks has had little effect; the hardware business is too safely 
basic. Manufacturers in this field are standing pat on present 
prices, holding that reductions would necessitate lower wages which 
would militate against prosperity. They feel that the seasonal qui- 
etude is likely to prevail for two or three months, but that by July 
the troubles of the speculators will be merely a memory. The South 
is in especially sound condition. So is the Pacific Coast. In the 
near northwest trade is temporarily slack. Winter goods are mov- 
ing fast out of the wholesale houses here. Linseed oil is down 4c. 
a gallon. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. CHICAGO. 
AUTOMOBILE ACCESSORIES. leather padded wrist, hardware 


Spark Plugs.—Splitdorf for Fords, grade, grade, curled hair, 8 0z., $4.30 
50c. each; regular, 58c. each; Cham- | per parr. 


pion X, 45c. each; Champion Blue- y ’ 
Box line, 58c. each; A. Cc. 53c. each; BUILDERS’ HARDWARE. 


lots of 100, 50c. <A. C. Special Ford, 31% x 3% steel butts, old copper or 
36c. each. dull "brass finish, $2.16 per doz. pair 
Spot Lights. — Appleton, No. 3280, in case lots less than case lots, $2.34 
$6.50 each. per doz. pair; 4 x 4 steel butts, old 
Chains.—Nonskid, dozen pair lots, copper or dull brass finish, $3.00 per 
35 per cent discount. doz. pair in case lots; less than case 
Jacks.—National Standard, No. 21, lots, $3.12 per doz. pair. Heavy steel, 
$1.30 each. . bevel, inside sets, $6.00 per doz. sets 
Pumps. — Rose 1% in., cylinder, in case lots. Steel, bit-keyed front 
$1.85 each. door sets, $1.55 per set. Wrought 
Tires and Tubes.—Mansfield tires, brass, bit-keyed front door sets, $2.60 
x 3%, Liberty cord, $4.85; Mans- per set. Cylinder front door sets, 
field heavy duty oversize, $6.50; Lib- $6.00 per set. 


erty, 32 x 4, $9.50; Mansfield heavy = 
duty, 32 x 4, $11.50; Mansfield double | CHAIN. 


service, 29 x 4.50, $13.25; 32 x 6.50, ¥,-in . ” chal 

J l4-in. proof coil chain, $11.00 cwt., 
$27.60. ‘Tubes, 30 x 3%, Mansfield, base; trade-marked coil chains, 40-10 
$1.30 each; 29 x 4.40, Mansfield, $1.50 per cent list. 


each; 30 x 3%, Liberty, $1.05 each; 
¥" M. 4.40, Liberty, $1.29 each; 32 x COAL HODS 


$2. 70 each. 3 
“?. = 10 per cent on casings and Galvanized, 16 in., open $4 doz.; 
12% per cent on tubes. 17 in., $4.30 doz.; 18 in., $4.70 doz.; 
Anti-Freeze Solutions. — Prestone, Japanned, open, 16 in., $2.95 doz.; 
$3.80 per gal., in less than full case 17 in., $3.25 doz.; 18 in., $3.65 doz.; 
lots; in full case lots, $3.60 per gal. Galvanized, funnel, 17 in., $5.35 doz.; 
18 in., $5.80 doz.; Japanned, funnel, 
BICYCLES. 17 in., $4.10 doz. 


$0680) lading geer BokSo. Model, | COPPER RIVETS AND BURRS. 


ladies’ model, girls’ 
and boys’ juvenile model, $22.60. Copper rivets and burrs, 30-10 per 
ce 


cent off lis 
BOLTS AND NUTS. 
oe ae carriage bolts, cut thread, ELECTRICAL GOODS AND RADIO 
per cent discount; small carriage \ J 
bolts, cut thread, 60 per cent dis- EQUIPMENT. . - 
count; small carriage bolts, rolled Electrical Merchandise. — No. 14 
thread, 60-10 per cent discount; | rubber covered wire, $6.50 per 1000 
| 





large machine bolts, cut thread, 60 ft.; in less than 100 ft. lots, $6.75; 
. — No. 18 lamp cords, $11.25 per 1000 ft.; 
per cent discount; small machine in 1000 ft. lots, $10.50; %-in. brush 


bolts, cut thread, 60 per cent dis- 

count; small machine bolts, rolled brass, key sockets, 13c. each; lots of 
thread, 60-10 per cent discount; all 25, age each; two-way (Hemco) 
stove bolts, 75-10 per cent discount: plugs, #0c. each; in lots of 10, 20c. 
lag screws, 60 per cent discount. All each; two-piece attachment plugs, 5e. 
discounts are from “full case” lists. | each; dry cells, boxes of 55, 32%¢c. 
each; less than case lots, 36c. each. 
Electrical Appliances. — Irons, Hot 
BOXING GLOVES AND STRIKING Point, $4.20; in lots of six, $3.90; 
BAGS. Sunbeam, $5; in lots of six, $4.75; 

Juvenile boxing gloves, laced wrist, Percolator, Universal 9169, $16.65. 
$1.65 per set; youths’ leather padded Rede Supplies.—Radio B batteries, 











grip, laced wrist, $2.85 per set; men’s D779 E, $1.40 each; in case lots of 5, 








CH IC AGO Holiday Trade Was Considered Best on Record 
ft —Prices Are Generally Steady and Firm 


$1.30; No. 770, $3 each; packages of 
5, $2.80; No. 772, $2.06 each; packages 
of 5, $1.92; No. 486, $3.20 each; pack- 
ages of 5, $2.97; No. 485. Layerbilt 
battery, less than standard packages, 
$2.22 each; in original standard pack- 
ages, $2.06 each. 

Radio Tubes.—UX-201A, 75c.; UX- 
199, $1.20; WX-227, $1.50; UG-171A, 
$1.35; UX-250, $6.60 each; UX-245, 
$2.10 each; UX-224, $2.40 each. 


FOOTBALL AND BASKETBALL 


SUPPLIES. 

Goldsmith official seamless water- 
proof footballs, $9.35 each; Confer- 
ence footballs, $8.00 each; Scholastic 
footballs, $5.35 each; Amateur foot- 
balls, $1.70 each; boys’ foothalls, 
genuine cowhide, $7.75 per doz., Spe- 
cial basketballs, $14.95 per doz.; 


Goldsmith official basketballs, lace- 
less with rubber valve, $14.00 each. 


FURNACE SCOOPS. 
D-handle, competitive grade, $5.50 
er doz.; good grade, hollow-back, 
$9.00 to $10.00 per doz. 


HAMMERS AND HATCHETS. 

Hammers.—First quality, 10 oz. 
nail hammers, $12 doz.; 16 0z. ma- 
chinists’ hammers, first quality, $9.20 
doz.; competitive grade, 16 doz. nail 
hammers, $6 to $8 doz. 

Hatchets.—First quality hatchets, 
No. 2. shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 2 
shingling, $8 doz.; er quality 
hatchets, No. 2 broad, $12.56 


HANDLES, HICKORY. 

No. 1, hickory ax handles, $4.00 per 
doz.; No. 2, $3.00 per doz.; finest 
selection second-growth white hickory 
handles, $6.50 per doz.; special white 
second-growth hickory, $5.00 per doz. ; 
No. 1 hatchet and hammer handles, 
90¢. per doz.; second-growth hickory 
hatchet and hammer handles, $1.75 
per doz. 


| HUNTERS’ SUPPLIES. 





Waterproof coats, $58.65 per doz.; 
waterproof pants, $40.00 per doz.; hip 
rubber boots, $5.00 per pair; mackin- 
tosh wading pants, $16.00 per pair. 


ICE SKATES. 


Union hardware skates, No. 1624, 
5c. per pair; No. 524%, $1.15 per 
pair; No. 624, $1.00 per “pair. Chil- 
dren’s extension bob skates, 35c. per 
pair; Nestor Johnson Flyer skates, 
$5.25 per pair. 


NAILS, WIRE AND STAPLES. 

L.c.l. quantities, common wire and 
cement coated nails, $2.95 base, car 
gm on application; steel cut nails, 
$4 base. 

No. 9 black annealed wire, $3.30 
per ewt.; No. 9 galvanized, plain 
wire, $3.75 per cwt. catchweight 
spools, galvanize 2d cattle or hog wire, 

3.85 per cwt.; polished fence staples, 
$3.65 per ewt. 


PAINTS AND OILS. 

Linseed Oil, Raw.— Barrel lots, 
$1.30 per gal.; 5 barrel lots, $1.27 
per gal. 

Linseed Oil, Boiled. — Barrel lots, 
$1.33 per gal.; 5 barrel lots, $1.30 
per gal. 

Denatured Alcohol. — Barre] lots, 
63c. per gal.; steel drums, extra, 
$10; returnable. 

Turpentine.—Drum lots, 69c. per 
gal., net. 

White Lead.—100 lb. kegs, $14.25 
per cwt.; 50 lb. kegs, $14.50 per 
cwt.; 25 lb. kegs, $14.50 per cwt.: 
12% lb. kegs, $14.75 per cwt. 

Shellac (4 Ib. cuts).—White, $2.48 
per gal. in barrel lots; orange, $2.08 
per gal. in barrel lots; second grade 
white, $2.17; second grade oran~ 


$1.82. 





un 
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_.English Venetian Red.—In barrels, SAWS. 

ae Ib.; in 100-lb. lots, 6%4¢. Circular cord wood, 20-in $1 90 to 
r Ib. egg ae a. eek. Sak 
Dry Paste.—Barrel lots, 7%c. per oF 0: rag $3 +4 rete ate 

Ib. $2.60’ to $3.50; 26-in., $3.00 to $4.00: 


Galvanized before, 6314 per cent off Crosscut, 5 ft., narrow, champion 
list; galvanized after, 60 per cent off. tooth, $1.55 each; 5% ft., wide, cham- 
pion tooth, $2.10 each; 5% ft. wide, 
PYREX WARE. lance tooth, $4.35 each; 4 ft., one- 
: Round casseroles, 1 qt., $12 per man, champion tooth, $2.45 each. 
0z.; 1% qt., $14 per doz.; 2 qt., $16 
per doz.; Oval casseroles, same SKIS. 
prices as round; 8-in. pie plates, $6 5-ft., edge grain pine, 60c. per pair; 
per doz.; 9-in. pie plates, $7.20 per 5-ft., ’90¢.; 6-ft., $1.30; 7-ft., $1.70; 
doz.; small utility dishes, $8 per 6-ft. mahogany finish magnolia, $1.50 
doz.; large utility dishes, $14 per per pair; 7-ft., $1.90. 6-ft. ash, $2.35 
doz. per pair; 7-ft., $3.30. . 
ROLLER SKATES. SLEDGES AND WEDGES. 
_Union line, No, 3, “6c. per pair; Eight-lb. striking or blacksmiths’ 
Nos. 4 and 5, $1.35 per pair; No. 6, sledges, $1.05 each; 5-lb. common 
$1.45 per pair. wood choppers’ wedge, 36c. each. 


Chicago line,- No. 101, $1.30 per 


Nos 3 ( 5, y 1 
pair; Noo 181, $265 per’ pair; Nos. | SOLDER AND BABBITT METAL. 





183 and 185, $2.75 per pair. Win- Warranted 50-50 solder, $29.00 per 
chester line, No. 3831 (boys’), $1.35 ewt.; medium, 45-55 solder, $28.00 
per pair; No. 3838 (girls’), $1.45 per per cwt.; tinners’ 40-60 solderr, $27.00 
pair. | per cwt.; high speed babbitt metal, 








$20.00 per cwt.; Standard No. 4 bab- 
bitt metal, $12.00 per cwt. 


STEEL SHEETS, FLAT OR CORRU- 


GATED. 

24-gage, galvanized sheets, $4.90 
per 100 lb.; 24-gage black sheets, 
$4.05 per 100 Ib. 


TOBOGGANS. 
Six-ft. toboggans, $4.25; 8-ft., $5.70. 


TOYS. 

Electric trains, from $4.15 to_$30.00 
per set; Structor trucks, $8.00 per 
doz.; Erector sets, No. 1, 67c. each; 
No. 2, $3.33 each; Spirit of Saint 
Louis construction sets, $8.00 per 
doz.; Lincoln Logs, 65c. per set; 
double sets, $1.35 each. 


WIRE CLOTH. 
Black, 12-mesh, $1.60; galvanized, 
1s nen. $2.00; galvanized, 16-mesh, 
30. 


WRENCHES. 
Agricultural wrenches, 60-10-5 per 
cent off list; engineers’ wrenches, 50- 
10-5 per cent. off; knife-handled 
wrenches, 40-10-5 per cent off. 


A S CITY Trade Is ens Than Year Ago. 
KAN S $ Hardware Failures Show Decline 


(Kansas City Office of HARDWARE AGE) 

KANSAS CIiTy, Dec. 24.—Now that the season for Christmas buy- 
ing is over jobbers are checking up on records to compare this sea- 
son’s business with that of last year. They find, on the whole, that 
the volume is just as good or even better than last year, and say 
that in many ways this Christmas buying season was a credit over 
that of the previous season. Previously, it had not been expected 
that the hardware consumer would be able to do a great amount of 
Christmas buying, though now it appears that he was and is yet 
on a fairly substantial footing. 

According to one of the large wholesale firms here, there have been 
far fewer hardware business failures to date than there were last 
year. In view of this fact the hardware outlook is by no means 
pessimistic. 

Jobbers agree that this is proving to be a great season for radio. 
One wholesale house which is making a special sales drive on more 
than one brand of radio set reports that over one hundred sets were 
shipped out last week. Other jobbers are enjoying similar spurts 
in radio business. 

Collections are about as usual—money is more or less hard to 
collect, but wholesalers -seem not to be worrying, since the volume 
of business is as good or better than was expected. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. KANSAS CITY. 


ARMS AND AMMUNITION. BUILDERS’ HARDWARE. 
Variations in the following rep- Case lots of 2% x 2% steel butts, 
resent differences in prices of dif- old copper and dull brass finish, 
ferent brands. Cartridges, .22 short, $16.75 a hundred pair; 3% x 3%, $17 
$2.42 to $2.69 per thousand; .22 long, a hundred pair; 4 x 4, $22 a hundred 
$3.32 to $3.69 r thousand; .22 long pair; heavy steel bevel inside sets, 
rifle, $3.86 to $4.29 per thousand; 32 case lots, $5.00 per doz.; steel bit- 
short, $8.02 to $11.25 per thousand; keyed front door sets, $17.00 per doz. 
a long, $9.11 to $12.23 per thou- set; wrought bronze metal, $2.90 per 
set; cylinder front door sets, wrought 

aShot shells, 12 ga., 6c., $25.14 to bronze metal, $6.00 per set. 


27. h d; 16 ., 6c., $24.6 
$27.15 per thousand; 16 ga, 6c. $2461 | ©. PRIAGE AND MACHINE BOLTS. 


$23.57 to $26.28 per thousand. Small carriage, rolled thread, 50- 

Twenty-two calibre repeating rifle, 10-10-5 off list; small carriage cut 
$17.05; .22 calibre automatic rifle, thread, 50-10-5 off list; large carriage 
$24.00; hammerless repeating shotgun cut thread, 50-10-5 off list; small 
in 12, 16 and 20 gauges, $39.40. machine rolled thread, 50-10-10-5 off 


AUTO ACCESSORIES. — Real wintry | ist: small, machine, cut, 50-10-5 off 
weather has kept up the call for cold COAL HODS 


weather auto items, and prices have not ifsinehh fapanned hod, 98.60 per 
changed. doz.; 17-inch galvanized hod, $4.72 
Red Cat auto heaters, 33% per cent per doz. 


off list. Weed anti-skid chains, 35 MILD STEEL BARS. 


per cent off list. Weed balloon chains, 
35 per cent off list. Prestone anti- Bars, shapes and small angles, 
freeze, $3.60 per gal. $3.56 per cwt. base; structural sizes 








and shapes, $3.66 per cwt.; mild steel 
bands, 3-16 and lighter, $4.21 per 
ewt.; steel hoops, $4.66 per cwt.; re- 
inforcing bars, $3.40 per cwt.; cold 
rolled round shafting, $4.16 per cwt.; 
cold rolled square bars, $4.66 per cwt. 


MOPS. 


Betty Bright  self-wring mop 
No. 10, $8.00 per doz.; Betty Bright 
mop cloth, No. 20, $4.00 per doz. 


NAILS. 


Common wire nails, $3.25 per keg, 
base (see new extras). 


OILS. 


Raw linseed oil in steel-drum lots, 
$1.26% to $1.27 per gal.; boiled lin- 
seed oil in steel-drum lots, $1.29% 
and $1.30 per gal. Turpentine, pure 
gum spirits, in steel-drum lots, 64c. 
to 68c. per gal. 


SASH WEIGHTS. 


In one-ton lots or more, $1.70 per 
ewt.; less than ton lots, $1.80 pef 
ewt. 


SCREWS. 


Flat head bright screws, 45-20 
per cent off list; round head, blued 
screws, 40-15 per cent off list; flat 
head brass screws, 3714-15 per cent 
off list; round head brass screws, 
32%-15 per cent off list. 


SHEETS. 


Galvanized sheets, 24 ga., per cwt 
4 00 base; one- -pass, cold- rolled, 27 
$4.30 per cwt.; blue annealed, per 
a. $3.80. 


SKATES. 


Union Hardware roller skates, No. 
6L,. $1.75; No. 5M, $1.65; No. 130L, 
$2.11; No. 130M, $1.98. 

Union Hardware, ice skates, No. 
1624M, 80c.; No. 162 414M, $1.20; No. 
52414, $1.19; No. 5124L, $1.02; No. 
5624L, $1.08; No. 562414, $1.44. 


STORAGE BATTERIES. 


Automobile, 6 volt, 11 plate, heavy 
standard terminal, $8.85 each; 6 volt, 
13 plate, $10.45 each; 12 volt, 7 plate, 
$12.55; 6 volt, 11 plate, thin, stand- 
ard terminal, $7.25: 6 volt, 13 plate, 
thin, for Ford and Chevrolet, $7.95. 


STOVE PIPE. 


Black stove pipe, crated, 3 in., $9.00 
to $9.50 per hundred joints; hag i 
to $10.00; 6 in., $11 ro $11 
Adjustable elbows, 3 in., Oh. 60 eed 
doz.; 4 in., $1.70; 6 in., $1.90 to $2.00. 
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PITTSBURGH: 


(Pittsburgh office of HARDWARE AGE) 

PITTSBURGH, Dec. 24.—The Christmas hardware business in this 
district was fairly satisfactory with most hardware dealers, al- 
though in some instances jobbers were rather disappointed with the 
total volume of their sales. The tendency on the part of dealers 
seems to have been to keep their stocks at a low point, and most of 
their orders called for small quantities of goods. Generally jobbers 
found more room for complaint in their more expensive lines, par- 
ticularly electric appliances, which ordinarily sell very well in the 
Christmas period. Radio business also declined considerably. A 
number of lines, however, were very satisfactory, among them being 
sleds, skates and sporting goods in general, as well as the more 
staple lines of toys. 

A dominant interest in the price structure is the advance of 10 
per cent on prices of loaded shells and cartridges, which has been 
adopted by all the leading makers. This brings the price of ammu- 
nition back to the same level which prevailed at the beginning of the 
year. Otherwise, price changes during the week have been of a 
minor character, and established quotations are holding fairly well. 


| 

Prices in all instances are each 
and are subject to discounts of 12% 
per cent on tires and 15 per cent on 
tubes. 


CHRISTMAS TREE HOLDERS. 


‘Curtailment in steel operations con- 
tinues, and finishing mills in this ter- 
ritory are at the lowest point of the 
year this week. In many cases sheet, 
strip, bar and tin mills are not being 


. e ra — Nes 
operated, as specifications do not jus- Ne “a a ta eee 16 $840 
tify more than a half week’s run, and a oe : ~~ 

; Sage ; crown, 2 in., $8; 3 in., $13.20 per 
mills are finding it more economical to —e a 2 ree 


operate in alternate weeks. There is 
every prospect, however,- that opera- 
tions will begin to improve early in 
January and will certainly reach nor- 


COAL HODS AND SHOVELS. 
Coal_ shovels, 

$14; No. 2, $14.50; 

Gail Black, No. 1, $12; No. 


Monongah, No. 1, 
No. 3, $15 per doz. 
2, $12.50; 


mal proportions by the end of the first No. 3, $13 per doz. Gail polished, No. 
quarter. Scattered releases on auto- Be tae Ne. it ee 
mobile steel are reaching this and No. 2, $12.50; No. 3, $13 per doz 
nearby districts, but only one large Pacemaker, jaf, polished, ~ + $13 
motor car builder has actually an- Black gold, No. 1, $18; No. 2, $18.50 
nounced a heavy’ production schedule ag fs Bases ‘2° Pe TO. eS 98: 
for January. Mills making the heavier 17 in., $3.60 per doz.; Galvanized No. 
products will begin to benefit from 10 aa? on oF aor es ee es 
railroad business next month, and other No. 76S, $8’ and galvanized No. 868, 


$8.40 per doz. Galvanized No. 25, 
15 in., $5.50; 17 in., $6 per doz. 


FLASHLIGHT CASES. 
Winchester Flashlight Cases.—No. 


lines, such as building, agricultural im- 
plement, and heavy machinery and 
equipment, are expected to cal) for 
considerable tonnage. Prices on fin- 


ished steel products generally are weak, Sted: Ne OB21, Shu: Nac 6924, $2.08: 
but large buyers are not testing the all each. 


Winchester Assortment.—No. 1614, 
$2.94 per assortment; No. 6214, $5.04 
per assortment. 


market and present quotations 

holding nominally. 

PRICES QUOTED HEREWITH 
ARE JOBBERS’ QUOTATIONS 
TO RETAILERS F.O.B. PITTS- 


are 


GAME TRAPS. 


Diamond No. 21, $1.35 per doz.; No. 
21%, $2.44 per doz.; No. 22, $3.36 per 


doz. 
BURGH. ‘aVietor, No. . $1. 4 ex" — No. 
AUTOMOBILE TIRES AND TUBES. dos. ee ee ee ee 


Mansfield big 4 ply balloon type, Triumph No. 1, $1.32 per doz.; No. 











29 x 4.40, tubes, $1.50; 30 x 4.50, 1%, $$2.20 per doz. 

5 or tribes, "fu 60; Bs x, 475, $9.55; 

ubes, -70; x 5.00, $9.90; tubes, 

$1.75; 80 x 5.00, $10.20; tubes, $1.80; ICE SKATES. 

31 x 5.00, $10.65; tubes, $1.85; 32 x Boys’ clamp skates, plain, 84c. per 

5.00, $11.75; tubes, $1.90; 28 x 5.25, pr.; nickel-plated, $1.20 per pr. 

$11.10; tubes, $1.85; 30 x 5.25, $11.90: Hockey pattern, $1.10 per pr.; 

tubes, $2.00; 21 x 5.25, $12.50; tubes, nickel-plated, $1.30 per pr. | 

$2.05; 29 x 5.50, $12.65; tubes, $2.25. Ladies’ clamp skates, plain, $1.20 
Same, 6 ply, 31 x 5.25, $14.70; tubes, per pr.; nickel-plated, $1.50 per pr. 

$2.05; 30 x 5.50, $16.05; tubes, $2.35; 

30 x 6.00, $16.65; tubes, $2.25; 31 x MISCELLANEOUS TOOLS. 

6.00, $16.65; tubes, $2.30; 32 x 6.00, Circular Saws.—6 in., $2.25 each; 


$16.95; tubes, $2.40; 33 x 6.00, $17.55; 
tubes, $2.55. 





8 in., $3.00; 10 in., $4.00. 
Cross Cut Saws.—Simonds Crescent 





Trade Is Fairly Satisfactory. Steel 
Operations Are at Low Point 


Ground, Nos. 13, 22, ae 1338, 324 and 
325, 5 ft., $5.40; 5% ft., $6; 6 ft., $7. 

Electric Drilis.—No. 141, $24 each; 
No. 142, $32; No. 122, $48; No. 562, 


$35.20; No. 382, $41.60. 

Files.—Disston, 50 and 10 per cent 
off list. Nicholson and Black Dia- 
mond, 50 per cent off list. Simonds, 
50 per cent off list. 

Garage Vises.—No. 43, $2 each; No. 
43%, $3; No. 14, $5. 


PAINTING SUPPLIES. 


Ready mixed paints, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, 15c. per gal. 
higher); white lead, 144c. per Ib. in 
100-lb. lots; 10 per cent less in lots 
of 500 Ib. or more, and extra 4 per 
cent less on lots of a ton or more; 
turpentine, 67c. per gal. in barrel 
lots; raw linseed oil, 16 2/5c. per Ib., 
in barrel lots. 


RADIATOR AND REGISTER 
SHIELDS. 


Gem Adjustable Radiator 
with Water Pan Humidifier: 
Gold Bronze Walnut 


best grades, 


Shields 


Aluminum M: chogé any Ivory 
Each rach Each 
No. 1W - 50 $4.20 $3.85 
No. 1AW .. 3.50 4.55 4.20 
No. 2W .... 3. 85 4.55 4.20 
No. 3W . 4.20 4.90 4.55 
No. 4W - 4.20 5.25 4.90 
No. 5W ee 5.60 5.25 
No. 6W .... 4.90 6.30 5.60 
No. 6BW ... 4.90 6.30 5.60 
No. 7W .... 5.25 6.65 5.95 
No; SW ..2 { 5.60 7.00 6.30 
magnates shields for floor use, Nos. 
1 and 5, $12 per doz.; No. 10, $10 per 
doz. 
Register shields for wall use, Nos. 


2 and 15, $6 per doz.; No. 20, $5.20 


per doz. 


KOLLER SKATES. 


line, No. 2, 
per pr.; No. 


Union Hardware Co. 
70c. per pr.; No. 3, 75c. 
10, $1.05 per pr.; No. 5, $1.45 per pr. 

Winslow line, No. 381% , $1.45 per 
pr.; No. 38, $1.60 per pr.; No. 38, rub- 
ber tire, $2.50 per pr. 

Winc hester line, No. 3831, $1.35 per 
pr.; No. 3832, $1.45 per pr. 

Chapin line, No. 103, child's skate, 
qoe. per pr. 


SHEET METAL. 


Zine is quote od at 11%c. per Ib., 
and copper at 27%c. 
Black sheets, No. 24 gage, in lots of 


1 to 24 bundles, 3.95c. per Ib. 

Galvanized+sheets, No. 24 gage, in 
lots of 1 to 24 bundles, 4.60c. per Ib. 

Light plates, blue annealed, No. 10 
gage, in lots of 1 to 24 plates, 3.35c. 
per lb. 

Blue annealed sheets, No. 13 gage, 
in lots of 1 to 24 sheets, 3.50c. per 
Ib. 

Galvanized corrugated sheets, No. 
28 gage, 2% in., $4.23 per square. 


SLEDS. 
Flexible Flyer Sleds, 331 
off factory list. 
Lightning Glider Sleds, 32 in., $1; 34 
in., $1.20; 36 in., $1.35; 45 in., $1.75; 
47 in., $1.90; 52 in., $2.20. 
All prices are net each. 


VENTILATORS. 


Continental line: De- Flekt - Air 
metal center ventilators); No. 63, 
$2.50; No. 87, $3.00; No. 88, $4.70; No. 
117, $4.35 per doz. net. Continental 


4 per cent 


wood frame cloth ventilators, No. 
V-836, $2.00; No. V-923, $2.00; No. 
V-937, $2.20; No. V-949, $3.75; No. 
V-959, $4.40; No. V-1537, $3.45; No. 
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V-1549, $5.00 per doz. net. Conti- 
nental metal frame cloth ventilators, 
No. 833, $2.50; No. 837, $2.80; No. 845, 
$3.75; No. 1137, $3.45; No. 1145, $4.40; 
No. 1437, $5.00, and No. 1445, $5.00 
per doz. net. 


Diamond E, No. 33, $3 per doz.; No. 
01, $4.40 per doz.; No. 02, $4.80 per 
doz.; No. 03, $5.60 per doz.; No. 1, 
$5.20 per doz.; No. 2, $5.60 per doz.; 
No. 3, $6.40 per doz.; No. 4, $7.60 per 
doz.; No. 5, $8.40 per doz. 


Wurldbest Ventilators, No. 2, $1.75; 
No. 3, $2.00; No. 4, $2.50; No. 5A, 
$3.00; No. 6A, $4.00; No. 6B, $4.50 and 
6C, $5.00. These are list each prices 
and subject to a dealers’ discount of 
334%, per cent. 


NEW YORK: 





WIRE PRODUCTS. 


No. 6 to 9 gage...... $2.90 $3.35 
_ [S| ee ear 2.95 3.40 
| eee eer es 3.00 3.45 
ON EP Ame 3.55 
SER ee 3.15 3.70 
ME. b bussasewessess 3.25 3.90 
Barbed wire (per 80-rod spool): 
Bee RCI «co ccsscccacseusecs $2.7 
De NE ine ces Keeani sees naan 2.93 
as | Pere rrr me S| 
AE TBTAND o 5o3 5s o0:b00 cea wicsn 2.92 
2-point cattle (special) ........ 2.10 
Field Woven Wire Fence (per 100 
rods): 
|| NR Saar Sree ere eyree ss $39.80 
ES, See errr 
LL Ree Se RO rry re (1 
Se CSch uwcsceeeseseushs huss 37.00 


| 
Annealed Galvanized 


NEw YORK, Dec. 24.—Metropolitan wholesalers were deluged with | 
last minute orders for holiday merchandise during the past week, 
While the volume in snow tools, sleds, ice skates and kindred cold 
weather items has tapered off to some extent, a good demand still 


prevails for goods of this description. 


Toys, Christmas tree stands, 


lights, electric wreaths, flashlights, clocks, fireplace fixtures, cutlery, 
electric appliances and sporting goods were all stimulated by the 


holiday demand. 


Wholesalers have started advance preparations for taking inven- 
tory. Generally speaking, they express optimism over prospects for 
the coming year and assert that sales totals for this year are ex- 
pected to equal if not exceed those of 1928. Retailers report that 
inclement weather retarded Christmas shopping to some extent. 

The recently established low prices on scoops, shovels and spades 


remain effective. 
slightly. 


upward, while others are downward in character. 


Prices on set and cap screws have beeff advanced 
Washboard prices have been revised; some changes are 


New suggested 


resale prices on tackle blocks have been established. The special 
free offer recently made by a prominent manufacturer of cylinder 
night latches was withdrawn on Dec. 20. 

Some complaint has been registered over the status of collections, 
due to the tight money situation, although credits, in the main, are in 


satisfactory shape. 


‘ 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.0.B. NEW YORK. 


ANTI-FREEZE SOLUTION. 


Eveready Prestone, % gal. cans, 
$1.90; gal. cans, $3.60; 1144 gal. cans, 
$5.40 each. 


ASH SIFTERS. 


Rotary galvanized ash sifters, $2.00 


ach. 
In lots of 12 or more, $22.50 per 
dozen. 


BATTERIES, RADIO. 


No. 764, $1.22, units of 5, $1.14; No. 
763, $1. 05, units of 5, 97¢.; No. 768, 
$1. 32, units of 5, $1.14; No. 771, 35c., 
units of 10, 321 C.; No. 772, $2. 06, 
units of 5, $1.92; o. 770, $3.00, units 
of 5, $2.80; No. 486, $3.20, units of 5 
$2.97; No. 485, $2.22, units of 5, $2.06 


BATTERIES, FLASHLIGHT. 


No. 935 or 950, unit cells, 6%4c. 
each; No. 750 790, 791 and 706, oe 
each; No. 703, 705 and 751, 
each. 


BATTERIES, NO. 6, DRY. 


First Quality, 32%4c. each; Com- 
petitive Quality, 23c. each. 


BATTERIES, HOT-SHOT. 


No. 1662M, $2.51, units of 8, $2.37; 
No. 1461M, $1.77, units of 12, $1.67. 





BOLTS AND NUTS. 


Carriage bolts and lag screws, all 
sizes, 60 per cent off list. 
sat Stove bolts, 75 and 10 per cent off 

Scion bolts, all sizes, 60 per cent 
off list. 

Step bolts, 50 per cent off list. 


BUTTS. 


Steel butts, 3 by 3 and 3% by 3%, 
18 cents per pair for less than case 
lots; in case lots, 16 cents per pair; 
4x 4, 24% cents per pair in less than 
case lots, and 23 cents per pair in 
case lots. 


FIREPLACE FIXTURES. 


Andirons, black finish, $2.50 to $6 
per pair; black-brass balls, $7.50 to 
$9.75 per pair; Flemish, $5.50 to 
$11.55 per pair; Swedish, $5.75 to $7 
per pair; Burnt antique, brass, $6.25 
to $12 per pair. 

Fire sets, black finish, $4.85 to $5 
per set; black-brass balls, $6.75; 
Flemish, $7.65 to $9 per set; Burnt 
antique, brass, $7.65 -4 $9 per set; 
Swedish, $7.75 per se 

Grate ‘baskets, black finish, $5.75 to 
$6 each; Flemish, $8.65 to $10 each. 

Spark’ guard, black finish, $4.15 
each. 








ky Ve renee ore eye 35.80 
PES Te aScuneeous eres ose burs uses 45.20 
Poultry and rabbit, No. 144% gage: 
BO, TPE bes h cca Fs sin,0 4545's We ass $36.50 
No. PE Sere Seis ee 44.00 
PNG, SIRE eee cdkey a's 6k has 6-3 ng eae a0 49.00 
Smaller mesh: 
oe i BRS eee ire $37.00 
eS Sree er 44.50 
Se RR eee ey Pe ek 52.00 
Be BED aoe cikae endeessndedane 60.00 


Steel Fence Posts: 
Galvanized Painted 
Tubular Angle Steel 


SS Pee eee ee a aes ree 
6 4 Be. Kewsvvevawd 55c.each 38c. each 
ivecekeviesavan 65c each 40c. each 

4 TT TT TT ere Te 45c. each 
"he right nails, base, per keg, $2.65 to 


Last Minute Christmas Trade Was Brisk. 
sNo Important Price Changes Were Made 


Fire screens, black finish, $5.65 
each; Swedish, $8.65 each, and Burnt 
antique, brass, $8.65 each. 


GLASS BAKING WARE. 


Casseroles.—Round or oval, 1 at., 
$1; 1% qt., $1.17; 2 qt., $1.33; square, 
$1.17; casseroles with fancy covers, 
35c. higher. 

Pie Plates.—8 in., 50c.; 9 in., 60c.; 
10 in., 67c. 

Bread Pans.—No. 212, 60c.; No. 214, 


gy tility, Dishes.—No. 231, 67c.; No. 
23 1 

Teapots. ry cups, $1.67; 4 cups, $2; 
6 cups, $2.3 


ICE SKATES. 


Union ice skates, hockey outfits, 
men’s No. 90, $5.25; No. 290, $6.00; 
— No. 90L, $5.25, and No. 290L, 

.00. 

Racing outiis, men’s No. 95, $5.25, 
and No. 925, $6.00; amt No. 95L, 
$5.25, and No. 2951, $6. 

Club outfits, men’s No: 212, $3.75, 
and ladies’, No. 213, 75. 

a hockey outfits, men’s, 
No. 390, $6.65. 

These prices are net per pair. 
Men’s shoe sizes in all cases are 
from 4 to 11, and ladies’ shoe sizes 
in all cases are 3 to 9 


JUVENILE VEHICLES. 


PS a ge No. 840, $5.95; No. 841, 

6.55; 842, $6.90, and No. 843, 
8.15 f . ¥ No. 850, $7.50; No. 851, 
$7.80; No. 852, $8.15; No. 853, $9.70. 

Sidewalk cycles, No. 900, 39. 40; No. 
910, $10.65 each; No. 922, ‘$17. 50, and 
No. 932, $17.50 each. 

Coaster wagons, No. 750, $1.80 
each; No. 751, $2.25, and No. 761, 
$3.25 each. Doll. carria es, No. 200, 
$1.60; No. i $3.35; No. 222, $3.90, 
and No. 232, $6.50. ‘Prices are each 
and net. 

Doll coaches, No. 262, $3.65; No. 
266, $6.25, and No. 270, $10.95. Prices 
are each and net. 


LAMP CORD. 


Lamp cord, prices are per 1000 ft.; 
18 ga. 1/32 silk covered lamp cord, 
brushed brass, white, maroon, old 
gold, green and brown, 500 ft. on a 
spool, $12.40; 18 ga. 1/64 silk covered 
lamp cord, maroon, old gold, 500 
brass, white, green and brown, 500 
ft. on a spool, $9.50; silk covered 
twisted lamp cord, ~~ only, 250 ft. 
on a spool, $13; in. 1/64 cotton 
covered lamp cord, maroon, white 
and dark brown, 500 ft. on a spool, 
$8.30; 18 ga. 1/32 cotton covered lamp 
cord, green, white, maroon, oak tan 
and dark brown, 500 ft. on a spool, 
$10.75; 18 ga. 1/64 cotton single con- 
ductor wire, white, brown, oak tan, 
white with marker, brown with 
marker, and oak tan with marker, 
500 ft. on a spool, $4.25; 18 ga. 1/32 
cotton twisted lamp cord; green and 
yellow, 250 ft. on a spool, $12.50; 18 
ga. black cotton reinforced cord, 250 
ft. on a spool, $16.50; 18 ga. cotton 
covered heater cord, 250 ft. on a 
spool, $18.50 
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NAILS. $1.36%5; No. aad’ No. 12, $1.93%, et ae > 00; a +S. oe: 
and Racer, 1 ubes, $2.05; x 5.5 12.65; tubes, 
Stuck < any 2 + agro ayo ae pier rrp "ae tabi * ae eg o 6 ply, 31 x 5.25, $14.70; tub 
. extras apply to e following erfection adjustable  sle ac Same, ply, x 5.25, .40; tubes, 
base prices in the localities indicated: No. 10, $1.06 each. $2.05; 30 x 5.50, $16.05; tubes, $2.35; 
agg Se a a bonis City, go yy ry gre es $2.25; 31 x 
yn, ueens, estchester ané ew ’ .00, $16.65; tubes, .30; 32 x 6.00, 
Jersey is $8.35 per keg, In Nassau STOVE GOODS. $16.96; tubes, $2.40; 33 x'6.00, $17.55; 
and Suffo ounties, $3.50 per keg. Stove pipe, black iron, 28 gage, 12 tubes, $2.55 
Cut nails, less than 10 kegs, $3.90; lengths s bundle, 4 in., i: 4% Tire display racks, $10.00 each. 
over 10 kegs, $3.65 per keg. in., 1314c.; 5 in., 15c.; 5% in., 16%4¢.; Prices in all instances are each. 
and 6 in., 19c. 
ROLLER SKATES. Stove, pipe elbows, black fron, | 28 TOYS. 
, - gage, 12 in a bundle, in., 15c.; 4% f 
Fo ge ag lye ae Sager in., 15%c.; 5 in., 16c.; 5% In., 17¢.; necnila’s garden sete with 18 in. 
} st s, ple § an n., 18c. E s. Net, No. 1, 10c. each; No. 6, 
gg ge sone. ae ae Pipe dampers, cast iron, wood han- ~ oe og er 9, 30c. each. : 
same for boys with’ self-contained So si tne ane Sm Fai . 55e aes Pr ap ee ae Hr 
ball bearing wheels, $1.42 per pair; ids Pe fe wy we ach. No 5 
: » > ; 16%c., and 8 in., 26%c. each. No. 565, 85c. each; in lots of 
for Is, $1.62 75 
_o s, ‘te per pair. ——— Flue stops, tin rim, lacquered, di- 12 or more, Tic. each. 
She. each: ‘ant — 1 elgg gg 5 ameter, 875 in., 12 in a box, 6c. Bissel’s toy carpet sweepers, Lit+ 
dy Prag nen wheels, — self- Stove pipe rings, tin, lacquered. 12 tle Helper, 1644c. each; Little Gem, 
— a 4s Eg mye —" a in a package, 4 in., 3%c.; 4% in., 31%c. each; Little Jewel, 83%c. each; 
ona 4. eetten” a ta ; — be 8%ec.; 5 in., 3%c.; 5% in, 4 1/6c.: and Bissel Junior, $1.3314 each. 
auth $1 aor H 00: nas at abies, 6 me 4 A tg — oo Be. 
7 os ae tove pipe wire, plain iron wire, D6 ‘ 
6c. per ee: adjustment binding bolt, 50 ft. in a box, 12 boxes in carton. TRAPS, Game. 
one per , and toe clamps, 12c. per 19 gage wire, 46c. per carton, and 18 nv ctor game traps, No. 0, $1.20; 
. . 5 ‘ gage wire, 45c. per carton. No. 1, $1.50; No. 114, $2.70, and No. 
a = ae jaca’ for — Stove lifter, nickel plated, cold 2, $3.70. Prices are net per dozen. 
senttuen inde Ser wale; oeaen pw spiral loop handle, 12 in a box, 6%e. Victor jump traps, No. 0, $1.75; No. 
for bo a eae ela Rho 2 ai ’ each net. Stove pokers, nickel plated, 1, $2.00; No. 1%, $3.05, yp No. 2, 
ar : if a! 5e. Ri Be es: N cold spiral handle, 12 in a box, 4 x $4.80. Prices are net per dozen. 
183 $2.75: Ne. 185, $2 at add 101, 18 in., 6%4c. each; % x 24 in., 5c. 
31.33: 5 iN ae 103: 1. sae $1.48 " each. Never Break Poker, 19c. each. VENTII ATORS 
pair » and Nos. 105 anc », $1.38 per Furnace pokers, wrought iron, 3 ft., 4 4 we 
s $146 4 ft., 84c.; 5 ft., $1.00, and 6 ft., Diamond “E" Filter Ventilators, 
-16. Fi Cloth - Louver type, 1930 dealers’ 
SASH CORD. Flue scrapers, Diack iron, 30 in. oaaane: No. 6. $8 oa ious tae 
7 " ong, 12 ina e, . each. 10 per dozen: No. 8, $12 pe zen. 
Pes hay gee a No 300" Flue shovels, japanned, round han- | $ er eee 4 $ pet Cone 
a "b.: No. 8, Shc. per tb.; Phoenix. dle, 3 in a bundle, 8 in. handle, 5%c.; | WEATHERSTRIP 
< 7, 43 J Ib.: N 8 42 Yr ib. 12 in. handle, 6c.; 15 in. handle, 9c. 4 ite . 
ae ae sie : galvanized, one piece steels, round Weatherstrip, Home Comfort, ma- 
handle, 3 in a bundle, 12 in. handle, roon or white, $30 per thousand feet; 
SCREWS. Tc. ; 141% in. handle, llc.; extra heavy, competitive grade, maroon $16 50 per 
Wood screws, flat head, bright japanned, scoop, 6 x 9 in., round thousand feet, and white, $18 per 
iron, 45 and 10; round head, blue, 40 handle, capped end, 25% in. overall, thousand feet. . 
and’ 10; round head, iron, nickel 3 in a bundle, 11%c.; Never Break, Felt. weatherstrip, 60 cents per 
plated, 55 and 10; flat’ head, galvan- 6 in a bundle, 38c. carton. Wood weatherstrip, No. 25 
ized, 17% and 10; flat head, brass, Stove boards, 30 x 36 in., $1.43; 30 | 80 cents per carton ‘and’ No. 7. 
$7 and 10: round head, brass, $244 | x 42 in., $1.77; 18 x 18 in., 60c.; 24 x Shab par Catan ’ » 5, 
and 10. These discounts apply to | - eT = Ra Riggs } on 28 | is ; 
San ity take an oxten € par cent. in., $1.28, and 35 x 35 in., $1.55. | WINDOW SCREENS. 
Machine screws, flat and round | Diamond “E” all metal fly screens, 
head, ah. per cent, discount. TIRES AND TUBES. | — ppp RT oy aT oar diaens 
r ’ - 4% per ce se nt. e | 4 ° ’ é € 
oe aides oe Mansfield tires, 4 ply, balloon type, No. 3, $8 per dozen; No. 4, $9.20 per 
z 29 x 4.40, $7.40; tubes, $1.50; 30 x | dozen; No. 6, $10 per dozen; No. 7, 
SLEDS 
ic . 4.50, $8.25; tubes, $1.60; 29 x 4.75, | $12 per dozen; No. 8, $12 per dozen; 
Flexible Flyers, No. 1, $2.50; No. 2, $9.55; tubes, $1.70; 29 x 5.00, $9.90; | No. 11, bronze, $10 per dozen; No. 
$3.16%; No. 3, $4.00; No. 4, $4.3314; tubes, $1.75; 30 x 5.00, $10.20; tubes, 13, bronze, $12 per dozen; No. 14, 
No. 5, $5.83%4; Jr. Racer, $3.50, and $1.80; 31 x 5.00, $10.65; tubes, $1.85; $13.20 per dozen; No. 16, $14 per 
Racer, $4.3314 | 32 x 5.00, $11.75; tubes, $1.90; 28 x dozen; No. 17, $16 per dozen; No. 18, 
Fire Fly, No. 9, $1.14; No. 10, | 5.25, $11.10; tubes, $1.85; 30 x 5.25, | $16 per dozen. 


CLEVE | AN D Holiday Sales Were Satisfactory 
; Prices Are Generally Steady 


(Cleveland office of HARDWARE AGE) AUTOMOBILE TIRES AND SUP- 
CLEVELAND, Dec. 24.—Holiday business continued brisk during PLIES. 
the last few days before Christmas and jobbers generally regard the sty balloon, 4954 Me graos tires, 
volume as satisfactory. Toasters, percolators and other electric $1.50; 30 x 4.50, $8.25;' tubes, $1.60; 
es e * 29 x 5.00, $9.90; tubes, $1.75; 30 x 5.00, 
heating equipment has been in very good demand as well as cutlery, $10.20: tubes, $1.80; 30 x 5.25, $11.90; 
: * * * 28, $2.00; 31 3 5.25, 2.25; 3, 
silverware, clocks, glass baking ware and other lines of merchandise tubes, i ams al ass ae 
. . . <4 . q <4 fh. 
that are usually active during the holiday season. Sales of sleds have $1430; 31 x B25, B1470; 33 x 6.00. 
been very heavy and stocks of some of the jobbers are depleted. Ti ise ten ae tu es 
While interest has been centered largely in holiday merchandise, tae 22 ie ie ot 
other lines have been fairly active. Most of the early orders for 5.25, $20.35; Liberty, 4-ply, 29x 4.40, 
° e $5.65; 30 x 4.50, $6.30; 29 x 5.00, $7.95; 
spring have been placed for screen doors, window screens and steel 30 x 5.00, $8.20; 31 x 5.25, $9.85; 32 
° ° ° 6.0 SE y 
goods. Jobbers report a lull in orders for heating stoves which ag $11.85; high pressure cords, r\ 
have been in very good demand. Dealers have stocked up fairly well sy Rg 
and dealers’ sales are now good. No price changes of importance alcohol drums, 7c. to 6c. per gal.; 
are reported. Manufacturers have reestablished present prices on 6-gal. lots, $3.60 per gal.; less than 
* - 6-gal., $3.80 per gal. 

bolts, nuts and rivets for the first quarter so that there will be no | axgg. 
change in jobbers’ prices. Slight advances are effective on turpen- First grade, single bitted, rusticss, 
tine, while minor declines are reported on linseed oil. +e per doz: unhandled, $15.30, per 
loz.; double bitted, andled, 5 
PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO ber aoz.: ‘double  bitted, “unhandled, 
r4 r Les 5. crease 0 ozen 
RETAILERS, F.O.B. CLEVELAND. lots weighing 42 to 48 Ib. and smaller 
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advance for each 6 Ib. additional 


weight increase. 


BATTERIES. 
B and C Radio eee 


No. 768 m 2 
oe ae eee 1.30 1.40 
EE Gs Nwasciseeees ss 1.92 2.06 
Ds SP GieWiccue vice tos 8s 2.33 2.53 
Oe ee ae 2.80 3.00 
ee rr oO 3.20 
Dry Cell A_ batteries, No. 7111, 
35%c. in standard packages, 40c. in 


broken lots; Columbia igniter dry cell 


batteries, 32%c. in standard pack- 
ages, 36c. in broken lots. 
BOLTS AND NUTS. 
Machine and carriage bolts, cut 


thread, hot pressed and cold punched 
nuts and lag screws, less than case 
lots, 60 per cent off lists; bolts with 
rolled thread, % in. x 6 in. and 
smaller, 60 and 10 per cent off list; 
additional discount of 10 per cent is 
allowed for full case lots of one size; 
stove bolts, 75 and 10 per cent off 


list; semi-finished nuts in bulk, 60 
per cent off list; 54 per cent for 
packages. 


BUILDERS’ HARDWARE. 


In case lots, lock sets, $5 per doz.; 
heavy strap hinges, 6 in., $1.55 per. 
doz.; 8 in., $2.40 per doz.; extra heavy 
T hinges, 6 in., $1.80 per doz.; 8in., 
$2.70 per doz.; 10 in., $4.25 per doz. 
Butts, case lots, 3 in. and 3% in., 
1l6c. per pair; 4 in., 2lc. per pair; 
for less than case lots, all sizes are 
2c. per pair higher. Butts with sand 
blasted finish are 4c. per pair higher. 
Ornamental hinges, standard finish, 
$1 per doz.; nickel finish, $1.20 per 
doz.; sand blast finish, $1.15 per doz. 


CELL-O-GLASS. 


Cell-O-Glass in 100 ft. 
per sq. ft.; glass cloth 
rolls, 24c. per sq. yd. 


CHAINS. 


Coil chain, }#, in., $11.85 per 100 
lb.; % in., $10.75 per 100 Ib.; 5/16 in., 
$9.25 per 100 lb.; % in., $7.85 per 100 
Ib. Cow ties, No. 14, $2.75 per doz:; 
No. 15, $2.50 per doz. Tie-out chain, 
60 per cent off list. 


12¢. 
yd. 


rolls, 
in 100 


Uncle Sam Suggests Accounting 
Method for Paint Merchants 


Charging cans of paint for shelf ac- 
commodation in the same manner as a 
hotel guest is charged for room accom- 
modation was suggested to the National 
Paint Distributors Association directors 
in session in Washington as the most sat- 
isfactory system of accounting for the 
charges incurred in handling stock by J. 
W. Millard of the Commerce Depart- 
ment’s domestic commerce division. 

Mr. Millard, who is in charge of a 
paint and varnish survey being conducted 
by the Department pointed out that by 
the use of this method the “guests” are 
charged for the exact amount of space 
occupied, the duration of their stay, the 
amount of investment entailed, and the 
number of special services involved. The 


survey, it was pointed out, was designed 


to uncover existing weaknesses in the 
wholesale and retail distribution of paint 
by exhaustive analysis of the cost ele- 
ments involved in the handling of each 
commodity and the serving of each in- 
dividual customer. 

As striking proof of the necessity of 
adequate cost accounting developed from 
the survey, Mr. Millard said: “In one 


store selected for analysis, there were 
carried 207 varieties of varnish brushes. 
Out of these 207 items in the inventory 
approximately 50 were shown to be obso- 





| 





GAME TRAPS. 


Victor traps, No. 0, $1.10 per doz.; 
No. 1, $1.38 per doz.; No. 14%, $2.40 
per doz.; No. 2, $3.36 per doz.; double 
grip, No. 91, $2.44 per doz.; Oneida, 
jump traps, No. 0, $1.59 per doz.; No. 
1, $1.83 per doz.; No. 1%, $2.81 per 
doz.; No. 2, $4.39 per doz. 


GLASS BAKING WARE. 


Casseroles. — Round or oval, 1 qt., 
$1; 1% qt., $1.17; 2 qt., $1.33; square, 
$1.17; casseroles with fancy covers, 
35c. higher. 

Pie Plates.—8 in., 50c.; 9 in., 60c.; 
10 in., 67c. 

— Pans.—No. 212, 60c.; No. 214, 


Utility Dishes.—No. 231, 67c.; No, 
232, $1.17. 

Teapots.—2 
6 cups, $2.33. 


ICE SKATES. 


Union Hardware Co., No. 1624, 
men’s screw clamp skates, polished, 
84c. per pair; No. 1624%, same nickel 
plated, $1.19 per pair; No. 524%, 
screw clamp hockey, $1.27 per pair; 
No. 424%, same nickel plated, $1.60 
per pair; women’s skates, No. 5624, 
$1.12 per pair; No. 5624%, same 
nickel plated, $1.44 per pair. Shoe 
skates, $5.25 per pair. 


NAILS AND WIRE. 


Nails.—Factory shipment, car lots, 
$2.45 to $2.55 per keg; less than car 
lots for factory and stock shipment, 
$2.65 per keg; other products for stock 
shipment, No. 9 galvanized wire, $3.10 
per 100 lb.; No. 9 annealed wire, $2.65 
per 100 lb.; polished fence staples, 
$3.10 per 100 Ib.; galvanized fence 
staples, $3.35 per 100 Ib.; coated nails, 
$2.65 per keg. 

Barbed Wire.— Lyman, 4-point 
cattle wire, $2.97 per 80-rod spool; 
hog wire, $3.20 per 80-rod spool. 


PAINTS AND VARNISHES. 


Mixed paints, first quality, $2.90 to 
$3 per gal. for colors and $3.05 to 
$3.10 for white. 

Turpentine in drums, 65%c. per gal.; 
in 5-gal. lots, 83%c. per gal. 

Linseed oil in drums, $1.224% per 
gal.; in 5-gal. lots, $1.40% per gal. 

White lead in 100 lb. kegs, 14%c. 
per lb.; in 50 and 25 lb. kegs, 14\c. 


cups, $1.67; 4 cups, $2; 


lete in that they never appeared on a 
sales invoice during the entire year 1928. 


An additional 50 brushes occured on sales - 


invoices only once. Approximately 80 
items occurred on sales invoices 50 or 
more times during the year. The re- 
mainder of these brushes occurred be- 
tween one and 50 times. ; 

Similar tabulations for paint brought 
out some interesting facts with regard to 
size of container and the apportioning of 
mventory on a color basis. It was shown 
that only a very small proportion of the 
distributor’s volume went out to retailers 
in the manufacturer’s original -package— 
six gallon basis—whereas manufacturer’s 
containers based on the three or four gal- 
lon standard would have enabled the dis- 
tributor to ship more than 50 per cent of 
his volume in the original container. 

Analysis of sales on a color basis ac- 
cumulated evidence that the lighter body 
colors run very heavily in the larger 
sizes, whereas the so called trim colors 
were sold predominantly in the smaller 
sizes. 

The survey also includes cash analysis 
of the various types of customers served 
by the distributor, with special reference 
to the cost of handling the small cus- 
tomer. Numerous ways of meeting this 
situation will form an important part of 
the completed report. 

Although one of the objectives is to 











per lb.; in 12% lb. kegs, 14%c. per 
. Ib. 

Quantity discount, 500 Ib. to 1 ton, 
10 per cent. One ton or more, 10 per 
cent and 4 per cent. 

Enameling lacquers, $1.20 to $1.65 


per qt. 
POULTRY 
CLOTH. 


Poultry netting after weaving, 60 
per cent off list; galvanized before 
weaving, 60 and 10 per cent off list. 
Wire cloth per 100 sq. ft., 12-mesh, 
black, $1.60; 14-mesh, $1.90; galvan- 
ized, 12-mesh, $1.80; 14-mesh, $2.50; 
bronze, 14-mesh, $5.50; 16-mesh $5.90. 


RADIO EQUIPMENT. 
Tubes, CX No. 112A, $2.50; CX No. 
326, $2; CX No. 327, $3; CX No. 380, 
$3.50; CX No. 871A, $2.50. Dealers’ 
discount from these prices, 35 per 
cent. 


ROLLER SKATES. 

Union Hardware Co. roller skates, 
Nos. 4 and 5, $1.36 per pair case 
lots and $1.42 per pair for less than 
case lots. No. 6, $1.45 per pair, for 
full case lots, and $1.55 per pair for 
less than case lots. 


ROPE. 

Best grade manila rope at 22%c. 
per lb. for factory shipment and 23c. 
per lb. for stock shipment; sisal rope, 
l6c. per lb. for factory shipment and 
16%c,. for shipment from stock. 


SHEETS. 
24-gage galvanized shets, $4.60 per 
100 Ib. 


SNOW SHOVELS. 

Snow shovels, No. 33 galvanized, 
$9.50 per doz.; No. 34 galvanized, $10 
per doz.; No. 36 galvanized, $13.50 
per doz.; No.-35 maple, $18 per doz.; 
No. 31 steel blade, $9.25 per doz.; No. 
27% children’s, $2 per doz. 


STOVE PIPE AND ELBOWS. 

6 in., 20 gage stove pipe per crate 
of 25 joints, $3.28 for factory ship- 
ment and $3.55 for stock shipment. 
Same, 26 gage, $3.90 for factory ship- 
ment and $4.25 for stock shipment: 
6 in. corrugated elbows, $1.30 per 
crate for factory shipment and $1.40 
for stock shipment. 


NETTING AND WIRE 


secure an accurate cost figure for each 
commodity it is stated that the main ob- 
jective is the devising of methods where- 
by each distributor can secure similar 
figures based on his own operations. It 
was pointed out that the cost figures se- 
cured in any one .concern would have 
little value for any other distributor ex- 
cept as they might point the way to the 
collection of similar figures, because of 
the great differences in types of dis- 
tributor establishments. 


Save the Surface Guide Book 
Is Being Well Received 


“The Guide Book of Painting and Var- 
nishing” is one of the year’s “best sellers.” 
So far nearly 50,000 copies have been sold, 
and the orders now arriving are larger than 
those received when the book first ap- 
peared. 

The Guide Book, written and sold at cost 
by Save the Surface Campaign, 18 E. 41st 
St., New York, N. Y., performs a quad- 
ruple mission. It spreads the gospel of 
correct application; creates good will for 
individual brands; brings repeat business ; 
and furnishes hundreds of ideas to con- 
sumers for preserving and beautifying 
every paintable surface. It is sold at cost, 
191% cents, to dealers and retailers; to the 
public at 25c. It contains 92 pages and 


| 91 illustrations, including 17 in full color. 
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R. A. CHANDLER 


ase Salesman’s 
Income on Profits He 


Yearly 


the Business 


By R. A. CHANDLER* 


Chandler Hardware Co., Sylvania, Ohio 


UR policy as regards our six salesmen out on the 


road is to give them one-third of the profits they 

make the company. All of our salesmen’s results 
are in terms of profit. We figure a man’s worth should 
be measured by what he makes the business. 

So on the walls of our office, each man has a sheet 
showing the sales, the name of the customer, the date 
of the order, what the order is for, the regular retail 
price, and the margin or profit, the difference between 
what we pay for it and what we sell it for, and then the 
total, of course, is shown at the end of the month. Then 
we also have another chart showing the sum total for 
different months over a period of seven or eight years, 
so that if there is a mew man on the territory, he as well 
as ourselves can tell how he is producing as compared to 
his predecessor, or whether he is getting out of the 
territory what should be got out of it. He sees the 
success of any store is measured by the success of its 
employees, that your organization is just as strong as 
your individuals in it. 

Now to illustrate further regarding our policy of pay- 
ing our outside salesmen, these men have a definite terri- 
tory, similar to jobbers’ salesmen. They are respon- 
sible for everything in that territory. They get credit 
for all sales coming from the territory, regardless of 
whether they write the order or not. They do a cer- 
tain amount of collecting, a certain amount of minor 
service work, and we pay them a third of what they 
make us. They work on a flat salary plus a commis- 
sion paid at the end of the year, this purposely being 
held off until the end of the year to act as an incentive, 
so that they will remain with us and not leave during the 
height of the selling season. 

Formerly we furnished all of the machines, and now 
we furnish the machine only in the case of one salesman. 
This one salesman, where we furnish the car, gets a 
salary of $125 a month. The other men who furnish 
their cars get salaries, three of $150 a month, and two 
of them of $175 a month. They pay all of their ex- 
penses. 





_ 


*Address before recent Ohio convention. 





For example, our best salesman in 1927 made total 
profits of $7,822. He would be entitled to a third of 
that which figures $2,607. We had already paid that 
man $175 a month, or $2,100 for the year. So he would 
have coming to him in the shape of a commission at the 
end of the year the difference, or $507.54. 

That was in 1927. In 1928 he got a commission of 
slightly over $800. 

I might say at first many of our men were not able 
to make high commissions, but it is becoming more and 
more easy for them really to make a commission, and the 
time is practically here when we are going to say to our 
organization that the man who cannot make a commis- 
sion will have to look for a job at the end of the year. 

So much for the outside salesman. The clerks in the 
store we pay a commission of 1 per cent on total gross 
business. They get salaries averaging around $125 a 
month, and at the end of the year receive a bonus, which 
generally runs in the neighborhood of $300 to $375. 
being 1 per cent of their total business. This furnishes 
just enough incentive, so that these clerks are always on 
their toes, always ready to go up and wait on a cus- 
tomer, because everyone that comes in may be potentially 
in the market for some high priced radio or some large 
piece of equipment that may really make some money 
for this salesman. . 

Regarding the bonus for our outside salesmen, we give 
a bonus of $10 in gold every month to the highest man, 
$5 in gold every month to the second highest man. 

Also we have put a five dollar special bonus on every 
radio sold in December, that being the big radio month, 
and that being an incentive to everybody to push radios. 
That applies to everybody in the business, members of 
the firm, as well as outside salesmen. Then occasionally 
we have special selling seasons, such as many of you are 
familiar with. 

We are paying a special bonus on slow moving items 
instead of cutting the cost; putting a special bonus on 
them to the salesman making the sale. And if that 
does not move them, cut the price until they do move. 

All of these special bonuses are paid for as soon as the 
articles are delivered and settled for. 
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COMING HARDWARE CONVENTIONS 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION AND 
SouTHERN Harpware Jopsers’ AssociATION JoInT Con- 
VENTION, Galveston, Tex., April 7, 8, 9, 10, 11, 1930. Charles 
F. Rockwell, sec.-treas., 342 Madison Ave., New York. 

ARKANSAS RETAIL HARDWARE ASSOCIATION CONVENTION, 
Marion Hotel, Little Rock, May, 1930. Exact date to be 
decided later. L. P. Biggs, sec., 815 Southern Trust Bldg., 
Little Rock. 

CALIFORNIA RETAIL HARDWARE AND IMPLEMENT AsSO- 
CIATION, San Francisco, Feb. 18, 19, 20, 1930. Headquar- 
ters, Hotel Whitcomb. LeRoy Smith, sec., 112 Market St., 
San Francisco. 

ConNNECTICUT HARDWARE ASSOCIATION CONVENTION, 
Hotel Bond, Hartford, Feb. 18-19, 1930. Henry S. Hitch- 
cock, sec., Woodbury, Nutmegger Party Feb. 19. 

HARDWARE ASSOCIATION OF THE CAROLINAS CONVENTION, 
Myrtle Beach, S. C., June 10, 11, 12, 1930. Arthur R. 
Craig, sec.-treas., 804-6 Commercial Bank Bldg., Charlotte, 
N. C. 

IpAHO RETAIL HARDWARE AND IMPLEMENT DEALERS As- 
SOCIATION CONVENTION, Pocatello, Jan. 28, 29, 30, 1930. 
E. E. Lucas, sec., Hutton Bldg., Spokane, Wash. 

ItL1no1is RetaiL HARDWARE ASSOCIATION CONVENTION 
AND ExursiTion, Hotel Sherman, Chicago, Feb. 11, 12, 13, 
1930. Paul M. Mulliken, managing director, Elgin. 

INDIANA RETAIL HARDWARE ASSOCIATION CONVENTION, 
Manufacturers Building, Indiana State Fair Grounds, In- 
dianapolis, Jan. 28, 29, 30, 31, 1930. G. F. Sheely, sec., 
911-913 Meyer Kiser Bank Bldg., Indianapolis. 

Iowa Retait HARDWARE ASSOCIATION CONVENTION AND 
Exursition, Hotel Savery and Des Moines Coliseum, Des 
Moines, Feb. 11, 12, 13, 14, 1930. A. R. Sale, sec., Mason City. 

KENTUCKY HARDWARE AND IMPLEMENT ASSOCIATION 
ConvENTION, Brown Hotel, Louisville, Jan. 14, 15, 16, 17, 
1930. J. M. Stone, sec., 200 Republic Bldg., Louisville. 

LouIsIANA RETAIL HARDWARE AND IMPLEMENT ASSOCI- 
ATION CONVENTION, Hotel Roosevelt, New Orleans, June 9, 
10, 11, 1930. Guy Nason, sec., Starkville, Miss. 

MIcHIGAN RETAIL HARDWARE ASSOCIATION CONVENTION 
AND ExuisiTion, Grand Rapids, Feb. 18, 19, 20, 21, 1930. 
Headquarters, Hotel Pantlind. Exhibition will be held at 
Klingman Exhibition Bldg. A. J. Scott, sec., Marine City. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CONVENTION, 
Minneapolis, Feb. 18, 19, 20, 21, 1930. Charles H. Casey, 
manager, 2344 Nicollet Ave., Minneapolis. 

MIssISstpPI RETAIL HARDWARE AND IMPLEMENT ASSOCI- 
ATION CONVENTION, White House, Biloxi, June 16, 17, 18, 
1930. Guy Nason, sec., Starkville. 

Missourt RETAIL HARDWARE ASSOCIATION CONVENTION 
AND Exuisition, New Hotel Jefferson, St. Louis, Jan. 28, 
29, 30, 1930. F. X. Becherer, sec., 5106 No. Broadway, St. 
Louis. 

MonTANA IMPLEMENT AND HARDWARE ASSOCIATION CoN- 
VENTION AND ExuisiTion, Billings, Feb. 3, 4, 5, 1930. H. A. 
Caraway, manager of exhibits, Billings. A. C. Talmage, 
sec., Bozeman. 

MounTAIN STATES HARDWARE AND IMPLEMENT ASSOCI- 
ATION CONVENTION, Jan. 21, 22, 23, 1930. Place to be de- 
cided later. W. W. McAllister, sec., Boulder, Colo. 

NATIONAL RETAIL HARDWARE “ASSOCIATION CONGRESS, St. 
Louis, Mo., June, 1930. Herbert P. Sheets, managing di- 
rector, 130 E. Washington St., Indianapolis, Ind. 

Tuirp ANNUAL Nationa. House FuRNISHING EXHIBIT, 
Chicago, Ill., Jan. 19 to 29, 1930. Headquarters, Palmer 
House. Warren Edwards, sec., 105 West Adams St., Chi- 
cago, Iil. 

NEBRASKA RETAIL HARDWARE ASSOCIATION CONVENTION, 
Omaha, Feb. 4, 5, 6, 1930. Headquarters, New Paxton 


Hotel. Exhibition at Municipal Auditorium. George H. 
Dietz, sec., 414-19 Little Bldg., Lincoln. 

TERCENTENARY CONVENTION AND EXHIBIT OF THE NEW 
EncLanp HarpwareE DeEaLers AssociATION, Mechanics 
Bldg., Boston, Mass., Feb. 20, 21, 22, 1930. Headquarters, 
Hotel Statler. George A. Field, sec., 80 Federal St., Boston, 9. 

New York STATE RETAIL HARDWARE ASSOCIATION COoN- 
VENTION, Rochester, Feb. 4, 5, 6, 7, 1930. Convention ses- 
sions and exhibition will be at Edgerton Park. Headquar- 
ters, Seneca Hotel. John B. Foley, sec., 510 Hills Bldg., 
Syracuse. 

NortH Daxota RetaiL HarpwareE ASSOCIATION CON- 
VENTION AND EXHIBITION, Fargo, Feb. 11, 12, 13, 1930. 
Exhibit will be held at the City Auditorium. Charles N. 
Barnes, sec., Grand Forks. 

Ouxu10 HarpwarE ASSOCIATION CONVENTION AND EXHIBI- 
TION, Columbus, Ohio, Feb. 4, 5, 6, 7, 1930. James B. Car- 
son, sec., 315 Mutual Home Bldg., Dayton. 

OKLAHOMA HARDWARE AND IMPLEMENT ASSOCIATION 
ConvENTION, Oklahoma City, Jan. 28, 29, 30, 1930. Chas. 
L. Unger, sec., 207-208 Bloomfield Bldg., Oklahoma City. 

OreGON RETAIL HARDWARE AND IMPLEMENT DEALERS 
ASSOCIATION CONVENTION, Portland, Feb. 11, 12, 13, 1930. 
E. E. Lucas, sec., Hutton Bldg., Spokane, Wash. 

PactFic NorTHWEST HARDWARE AND IMPLEMENT ASSO- 
CIATION CONVENTION, Spokane, Wash., Feb. 5, 6, 7, 1930. 
E. E. Lucas, sec., Hutton Bldg., Spokane, Wash. 

PANHANDLE HARDWARE AND IMPLEMENT ASSOCIATION 
Convention, April, 1930. Place to be announced later. 
C. L. Thompson, sec., Canyon, Tex. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE AS- 
SOCIATION, INC., CONVENTION AND EXHIBITION, Atlantic 
City Auditorium, Atlantic City, N. J., Feb. 11, 12, 13, 14, 
1930. Sharon E. Jones, sec., 610 Wesley Bldg., Philadelphia. 

SoutH Dakota RETAIL HARDWARE ASSOCIATION CON- 
VENTION, Sioux Falls, Feb. 4, 5, 6, 1930. Charles H. Casey, 
manager, 2344 Nicolett Ave., Minneapolis. 

SOUTHERN CALIFORNIA RETAIL HARDWARE ASSOCIATION 
ConvENTION, February, 1930, exact date and place to be 
announced later. H. L. Boyd, sec., Spring Arcade Bldg., 
541 South Spring St., Los Angeles. 

SouTHERN HARDWARE JOBBERS’ ASSOCIATION AND AMERI- 
CAN HarpwARE MANUFACTURERS ASSOCIATION JOINT Con- 
VENTION, Galveston, Tex., April 7, 8, 9, 10, 1930. Sidney 
St. J. Eshleman, sec., 704 New Orleans Bank, Bldg., New 
Orleans, La. 

SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT AS- 
SOCIATION CONVENTION, comprising the State associations 
of Alabama, Florida, Georgia and Tennessee, Atlanta, Ga., 
May 13, 14, 15, 1930. Walter Harlan, sec., 701 Grand The- 
atre Bldg., Atlanta. 

Texas HARDWARE AND IMPLEMENT ASSOCIATION CON- 
VENTION AND Exuisition, Houston, Jan. 21, 22, 23, 1930. 
Dan Scoates, sec., College Station. 

VirciIniA RETAIL HARDWARE ASSOCIATION CONVENTION, 
Jefferson Hotel, Richmond, Feb. 13, 14, 1930. Thos. B. 
Howell, sec., Richmond. 

WEsT VIRGINIA HARDWARE ASSOCIATION CONVENTION AND 
ExuisitTion, Huntington, W. Va., Jan. 21, 22, 23, 1930. 
James B. Carson, sec., 315 Mutual Home Bldg., Dayton, O. 

WESTERN RETAIL IMPLEMENT AND HARDWARE ASSOCIA- 
TION CONVENTION, Kansas City, Mo., Jan. 21, 22, 23, 1930. 
H. J. Hodge, sec., Abilene, Kan. Western Hardware Show 
in connection; L. W. Shouse, Kansas City, Mo., in charge. 

Wisconsin RETAIL HARDWARE ASSOCIATION CONVENTION 
AND Exuisition, Auditorium, Milwaukee, Feb. 4, 5, 6, 7, 
1930. B. Christianson, sec., Stevens Point. G. W. Kor- 
nely, exhibit manager, 1476 Green Bay Ave., Milwaukee. 
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Making it easy to buy 


It would be worth a great deal to any 
manufacturer to have the retail clerks 
who sell his products thoroughly under- 
stand them. Unfortunately the sales- 
men who sell hardware products behind 
the counter have so many items to handle 
that they cannot possibly know every- 
thing about all of them. 


We are glad to say that there are lots of 
retail salesmen who can demonstrate 
Remington firearms. These are the men 
who sell them in the largest quantity. 
Others who do not know as much about 
Remington shotguns and rifles, collec- 
tively sell an enormous volume. We are 
grateful for the efforts of all the dealers 
and their clerks who help to make pos- 
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sible the $30,000,000 annual sales of 


Remington products to consumers. 


Through our present advertising, and 
that which we shall do next year, we are 
trying to help these clerks to sell Rem- 
ington products. We are also making it 
easier to sell Remington firearms, even 
if they happen to be temporarily out of 
stock. This is done by telling readers 
of Remington advertisements to send for 
circulars describing our shotguns and 
rifles and requesting them to take these 
circulars to their dealers and point out 
the gun they want. We explain that if the 
dealer hasn’t it in stock, he can get it 
quickly from his jobber. With this prac- 
tical help, there is no reason why any 
dealer should fail to get a part of that 
$30,000,000 consumer demand for 


Remington goods, 


a PLB LL 


President. 





REMINGTON ARMS COMPANY. Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City Telephone, Digby 0766 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 
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Hot of th® Nail Ke 


Little yarns that others have laughed 
over culled from various sources. As a 
contemporary puts it: “Some of them 
have been copied, the rest will be.” 














It’s the little things that bother us— 
you can sit on a mountain but not 
on a tack! 


John: “I hear Bill was kicked off 
the squad.” 

Jack: “How so?” 

John: “He was told to tackle the 


dummy and he tackled the coach.” 





Vick: “If you spend so much time 


| 
| 
| 
| 


at golf you won’t have anything laid | 


aside for a rainy day.” 
Slick: “Won't, eh? 

loaded down with work 

aside for a rainy day!” 


I’ve laid 





My desk is | 


“Do you know Lord Heathmoor ? 


I’ve often shot at his country seat.” 
“And did you ever hit it?” 





Jimmy: “Rising nicely, ain’t he. 
Ma?” 
Mother: “Jimmy! What on earth 


have you been doing to Fido?” 
Jimmy: “He's just e’t three yeast 
cakes and drank a pan of sour milk.’ 





Patient (showing bill): ‘“What’s 
the extra $1 for?” 
Dentist: “For squeezing the arms 


of my chair out of shape.” 





Blessed are the poor. They can 
go to jail without being annoyed by 
photographers. 


Husband: “What? You don't 
mean to say you are going shopping 
in all this rain?” 

Wife: “Of course, I am. I've 
saved up $4 for a rainy day, and this 
is the first opportunity I’ve had to 
spend it.” 


A boss is one who comes too early 
when we are late and too late when we 
are early. 








“Gus,” said Bill, as he caught up 
with him on the way back to Camp, 
“are all the rest of the boys out of the 
woods yet?” 

“Yes,” said Gus. 

“All six of them?” 

“Yes, all six of them.” 

“And they're all safe?” 


| 


“Yep,” answered Gus, “they're all | 


safe.” 
“Then,” said Bill, his chest swelling, 
“T’ve shot a deer.” 


Here is the story about the Florida | 


real estate operator who died in the 
midst of the Florida boom and went to 
heaven. When he got up there, he 
learned that the prices of Florida land 
were going up higher and higher all of 
the time, and he was telling St. Peter 
and a group of angels of the great 
number of millions he could have made 
if he could only have lived and held on 
to that land a short time longer. In 


| the midst of his boasting, he noticed 


one of the angels get up in a bored sort 
of way and flap away. 

“That’s very discourteous,” said the 
Florida man to St. Peter. “Who was 
that fellow who went away?” 

“That,” said St. Peter, “was the In- 
dian who sold Manhattan Island for 


$25!” 





Mr. Porter—“You ought to brace up 
and show your wife who is running 
things at your home.” 

Mr. Meek (sadly)—“It isn’t neces- 
sary; she knows.” 





“This plant,” explained the hostess, 
“belongs to the begonia family.” 

“TI see,’ replied the gushing guest. 
“How kind of you to look after it for 
them while they’re away!” 





Son—‘Father, why does an Indian 
wear feathers in his hair?” 

Father—“To keep his wigwam, my 
son !”” 








“Say, looky hya, Rastus, you know 
what you’re doin’? You is goin’ away 
fo’ a week and they ain’t a stick of 
wood cut for de house.” 

“Well, what you’all whin’ about, wo- 
man? JI ain’t takin’ de axe wid me, 
am |?” 


The scientist was giving a lecture 
during which he said the sun was 
gradually losing its heat and that in 
seventy million years all beneficent ef- 
fects from it would be lost. 

“Pardon me,” said a man in the audi- 
ence, nervously, “how long did you say 
it would be before this terrible calamity 
would occur ?” 

“Why, about seventy million years,” 
repeated the scientist. 

“Thank heaven!” exclaimed 
questioner, with a sigh of relief. 
thought you said seven million.” 


the 
wa | 


Judge: “Are you trying to show con- 
tempt for this court?” 

Prisoner: “No, I’m trying to con- 
ceal it.” 


Husband (reading from _ paper): 
“Three thousand four hundred and 
twenty-six elephants were needed last 
year to make billiard balls.” 

Wife—“Isn’t it wonderful that such 
great beasts can be taught to do such 
delicate work ?” 


“Darling,” he cried, “I will lay my 
fortune at your feet.” 

“But you've hardly got any money,” 
she whispered. 

“No, dear, but what I have will look 
large beside those tiny feet of yours.” 





“Ah, you have a dog. I thought you 
didn’t like dogs?” 

“Well, I don’t. But my wife picked 
up a lot of dog soap at a bargain sale.” 
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HE very last word in garage door equip- 





ment is Slidetite hardware, engineered 
to slide your doors inside the garage on 
silent, smooth running, frictionless ball 
bearing hangers that do not — cannot give 
you trouble. 


So easy are Slidetite ‘‘Ideal”’ doors to oper- 
ate that any woman or child can quickly 
open them wide and shut them tight, re- 
gardless of wind or weather. 


Slidetite doors cannot blow closed. They 
open inside, freeing you forever from the an- 
noyance of ice or drifted snow. They lock 
tightly shut against wind, cold and dampness. 
The cost is surprisingly small, the upkeep 
negligible, the benefits beyond comparison. 


Regardless of the width of the opening, 
there need be no center posts—the doorway 
is entirely unobstructed. 


Send for illustrated Catalog No. 55. 
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“GEM” 


Adjustable 
RADIATOR SHIELDS 


Do your customers realize that “GEM” 
Adjustable Radiator Shields are now made 
in enough finishes to suit every style of 
homefurnishing and decoration? , 
The five finishes—Gold Bronze, Alumi- 
num, Ivory, Walnut and Mahogany—are nas: BRS 
as permanent as they are handso Five hand: s—10 
popular sizes adjustable to radiator top widths, 
6” to 13”; lengths, 11” to 65”. Retail at $5.00 
to $10.00. Beh & Co., 1140 Broadway, New 
York, N. Y. 


Buy from your jobber 





































We specialize on Counter-sunk 


washers in all sizes 


FORMED of 
SOLID STEEL or Brass 


Made in steel or brass, both solid and hollow. 


Massachusetts Machine Shop, Inc. 
817 Albany Street Boston, Mass. 














Commenced fees oo 
Lead HeadNails 


ia 
HOW TO MAKE MONEY ON NAILS! 


1. Order a small stock of Dickson Compressed Lead Head Nails 
from your jobbet. 

2. Instruct your salesmen to sell ONE POUND of Dickson’s 
with every square of roofing or siding—a keg to 100 sq. 














Your profit averages 50 per cent of delivered cost. 

3. Tell your steel roofing customers that these nails double the 
life of roofing and siding and that they need only ONE 
POUND to the square, instead of 1% Ibs. of the clumsy 
east-head nails. 

Dickson Nails are offered in all sizes (1% to 2% in.) 









bright or galvanized. 
Send for samples and circular. 


Dickson Weatherproof Nail Co. 


1007 Church Street Evanston, Illinois 














A firm grip— 





on pipe, rod or shafting held in a vertical position is often 
a great convenience. This is only one of the many positions 
in which the pipe jaws of the NuTYP Vise can be instantly 
locked. 


The Oswego Tool Company, Oswego, N. Y. 





| | Line of Paints + 1 Line of Brushes 
= More Paint Profits 


(Continued from page 36) 


total purchases of the year and is in the form of addi- 
tional discounts in direct relation to the volume of goods 
purchased. 

It is logical to assume that if one manufacturer or 
jobber is receiving all of the dealer’s business in one line, 
that he will extend any concessions within his power to 
the dealer,, for the merchants exclusive business is really 
worth while. In speaking of the advantages of also 
handling one line of paint brushes, Mr. Thatcher said: 
“I find that the prices we regularly pay for brushes 
hought from one source of supply are considerably lower 
than special prices offered by salesmen for brushes of 
comparable quality.” Brush samples in the Thatcher 
store are mounted on panel doors, which are an integral 
part of the paint display fixtures. Every brush bears 
a neat price card with the stock number and price let- 
tered upon it. The fact that this appealing brush display 
is constantly before the paint customer makes it an ef- 
fective reminder. In many instances the brushes sell 
themselves, before the salesman has had an opening to 
suggest a brush. 

A very effective plan for promoting the sale of paint 
to master painters was outlined by Mr. Thatcher. Twice 
a year the firm is host to a “painters’ party,” which has 
become an anticipated event among the craftsmen. It is 
strictly a good will proposition, calculated to make 
friends. No orders are booked, for none are solicited. 
The character of the party is such that it offers a strong 
appeal to painters. Usually a paint factory representa- 
tive is in attendance and the social activities are sus- 
pended long enough for: him to describe and demon- 
strate the latest decorative effects. 

Paint business in Asbury Park is more active during 
the winter months than in many other towns of similar 
size, for it is a prominent summer resort. The winter 
months offer the most opportune period for the resort 
proprietors to redecorate, with the result that the winter 
paiyt demand is quite active. Thatcher’s solicit this out- 
let and do a healthy business with the resort owners. 
The same is true of the painting materials required for 
new buildings and for various municipal purposes. 
Aviators who pass over the Thatcher store, which was 
but recently erected, are reminded that the store is paint 
headquarters for the city, as a large Asbury Park sign 














and direction arrow has been painted on the roof. 

3ulk oils are handled in the most approved manner. 
Bottles of various sizes are filled and labeled in advance 
and await the call of the customer. This has been the 
means of conserving the time of the sales force. 

The new fixtures recently installed by the firm incor- 
porate an innovation in paint shelving. They have been 
set away from the wall, enabling rough shelving for 
reserve stock to be erected against the wall, with an 
aisle between the front and rear sections. The front 
section of shelves is open in the back, allowing the display 
stock to be replaced from the rear, where the reserve 
stock is located. A stop strip, nailed to and projecting 
slightly above the level of each shelf, prevents the front 
cans from being pushed forward and off the shelf if they 
are already filled to capacity. 




















ANOTHER CHRISTMAS 


(Continued from page 43) 


I saw him waver once or twice and get ready, but his 
nerve failed him. Bill was too big and impressive him- 
self, and his manner was entirely too cordial. He even 
outdid our guide when it came to urbanity. 

Glorious Italy!) That is one country I hope to visit 
again. Once more I hope to hear the waterfalls on 
the Arno in Florence, just below the bridge where Dante 
met Beatrice. Once more | wish to look upon that 
greatest of all statues—The Young David, by Michel- 
angelo. 

I sometimes wonder if Mussolini has any sense of 
humor. I have just seen a picture of a long string of 
barges with a huge monolith of marble. This is being 
erected in Rome by Mussolini in honor of himself. | 
guess Mussi is right. There is no use leaving little 
matters of this kind to chance. Posterity cannot be 
trusted. 

We are all wondering what Lacey is going to do when 
he returns home. I will bet he has a nice little job wait- 
ing for him. All right, old man. Whatever it is, even 
if it is in our own line, we are with you! 





*k * * * Ok x 


Every now and then one gets an idea that strikes 
like a blow. The other day I was reading about the 
Fabian Society in England. George Bernard Shaw is 
one of the leading members of this society. They started 
some thirty years ago just to advance certain ideas, to 
keep up propaganda along certain lines. They gathered 
statistics. Their members made speeches on their pet 
subjects on every occasion. They never let up. Today, 
to be a member of the Fabian Society in England is 
esteemed more highly than to be a duke or duchess. 
They have only two thousand members. This society is 
running the English Government. They supply the ideas 
to the Labor party. They call themselves Social Demo- 
crats, and they are working steadily for socialism. 

A man by the name of Webb, who is now Lord 
Somebody-or-other, was one of the charter members. 
From one of his articles I took this expression, “The 
inevitability of the gradual.’ Isn’t that striking! It is 
not wars, earthquakes, or fires that very much influence 
the world. The world is influenced by the inevitability 
of the gradual. The thoughts that come one at a time, 
little thoughts, little ideas. These things come into our 
minds gradually, but after a while they make up our 
minds, and when enough minds are made up with the 
same idea, then there is a tremendous power. Just stop 
and think out the idea of the gradual being inevitable. 

Have you seen men who made a great noise? They 
pounded the desk. They talked loud. They swore. But 
they did not get anywhere, while some other man, who 
was quiet, who did not seem to assert himself, in the 
course of time gradually became inevitable. This is so 
true that all of us have rather a suspicion of anything 
that comes upon us too quickly. We have a feeling that 
it takes time to bring about stabilized institutions. 

Take, for instance, the situation in Italy. Take Musso- 
lini. He has not been sufficiently gradual to have be- 
come inevitable. That is why all of us have reverence 
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A NEW SPRING. OILER 


The bottom can’t loosen or leak! 


The brass spring bottom 
on this new oiler cannot 
loosen and leak from 
constant “working,” as is : 
the case on ordinary oil- 
ers. 

This new Hammer and Com- 
pany Malleable [ron Oiler 
has a seating groove in the 
body, and the down turned 
flange of the brass bottom is 
forced into this’ groove: 
Your trade> will welcome 
them, because even with con- 
stant hard usage, they never 
loosen or leak. Pat. Iproved 


THAT GRIP and HOLD 


Malleable Iron Clamps are of superior 
quality, ruggedly constructed with 
extra strong frames to grip and hold, 
and withstand long, hard service. 

All Hammer and Company Malleable 
Specialties sell quickly and _ satisfy, 
and pay the dealer a substantial profit. 

Send for folder and trade prices. 






































H. P. Serews 
Builders’ Clamp 
Air furnace refined malleable iron 
steel and semi-steel castings to order 
Malleable Iron Fittings Co. 

BRANFORD, CONN. 

Fig. 272 

Half Strapped 
for 
Store and 


Warehouse 


Full 
Strapped 
Style 






FAIRBANKS 


In the big Fairbanks Line there is a Truck 
for every known requirement. 

And every Fairbanks Truck is constructed to 
last, made to roll easily and is backed by 35 
years of experience. 


Send for New No. 950 Catalog. 


The FAIRBANKS Company 


BOSTON NEW YORK PITTSBURGH 
ROME, GA. 


Distribution in all principal cities 
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No. 220 


All you can possibly 
seek in sturdy, prac- 
tical quality, precise 
uniformity and su- 
perior finish—is em- 
bodied in the entire 
line of GRIFFIN Hinges 
and Butts. 7 7 + + 


-JRIFFIN 


“Manufacturing Coa 


ERIE. PENNSYLVANIA 
vanch Offices_, 
New York, 45 Warren St. 








a 
San Francisco, 703 Market St. 


for long-established businesses and ancient customs. They 
become fixed in the gradual evolution of time. 

This, strange as it may appear, will be my Christ- 
mas thought. There is consolation in this thought. 
Gradually the world is growing better. Gradually right 
is growing stronger. Gradually through the years the 
peoples of the earth are becoming educated. Revolu- 
tions, storms, earthquakes, wars, disasters cut very little 
figure. What does count, after all, is the gradual work- 
ing upward of humanity. What counts with you and 
with me is whether we ourselves are growing better and 
stronger with the inevitability of the gradual. 

That is my Christmas wish to my readers. Not just 
a burst of strength, not the sudden running of one race, 
not just one victory, but the steady, gradual, and fuller 
appreciation of life with all of its meanings. 

To you and all of yourrs—d VERY MERRY 
CHRISTMAS. 





Six Million Dollars Annual Sponge 


Business in America 
(Continued from page 37) 


ered with this substance except a few of the larger orifices, 
which remain open, allowing water to enter the passage and 
nourish the animal. 

In ancient days the fishing of sponges was carried on ex- 
clusively by naked divers, who weighted themselves with 
stones in order to descend sixty or one hundred feet. Later 
years evolved the surface fishing with a jointed pole fitted 
with a grappling iron that tore the sponges from their 
anchorage. The introduction of deep-sea diving apparatus 
was a great step toward avoiding the many dangers attend- 
ing sponge diving. The tropical waters from which most 
sponges come, are infested with man-eating sharks and 
other sea animals of a dangerous character. 

Heaviest demand for sponges is felt in the spring and 
fall months. Realizing this situation, the C. T. Taylor 
Hardware Co., 2115 East Broadway, Long Beach, Cal., re- 
cently featured sponges in one of its display windows. 

Mrs. Maude L. Taylor, owner of the business, writes that — 
this display was numbered and cataloged for reference. 
It provided a very instructive study, attracting the atten- 
tion of high school faculty and students, as well as the 
general public. : . 

Sponges are excellent hardware store merchandise. They 
fit in well with paint merchandise and housefurnishings. 
They are clean goods, blend well into display, return a satis- 
factory profit when properly merchandised and have a year- 
round demand. 

Many distributors are offering the retail trade various 
sponge assortments and helpful selling material. American 
Sponge & Chamois Co., Inc., 23 Beekman Street, New York, 
N. Y., has published a most interesting illustrated booklet 
which tells in detail what sponges are, where they are 
found, how secured, varieties, etc. A copy will be sent to 
any interested dealer who writes American Sponge & 
Chamois Co. at the above address, requesting a copy of “The 
Sponge and the Tail of a Chamois.” 
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Basic Retailing Rules Recently Outlined 


A representative of the Domestic Commerce Divi- 
sion, addressing a joint meeting of Baltimore retailers 
and wholesalers recently, gave as the three basic rules 
for every retailer: “Know what is in your store,” ‘“‘Know 
what is selling,” and “Don’t keep anything that does not 
sell.” Every store studied in connection with the de- 
partment’s distribution study in Louisville was found to 
require closer adherence to these three rules. The 
speaker pointed out that there is no way of knowing 
what is in a store except by inventory, frequent, detailed 
and accurate. To know what is selling, stock control 
records are necessary, and to eliminate non-sellers re- 
quires courage in ruthlessly weeding out shelf-warmers. 


A critical attitude on the part of retailers, it was 
pointed out, does not prevent giving new items a trial, 
but does prevent keeping indefinitely items which, when 
given a chance, fail to produce profitable sales in a rea- 
sonable time. 

Besides service policies and store arrangement, profit- 
able pricing was mentioned as a significant factor in 
better retailing. Loss leaders, it was stated, are begin- 
ning to be recognized as an expensive form of adver- 
tising and even many chain stores are coming to insist 
that every commodity they handle shall bear its own pro- 
portion of the cost of distribution. The importance was 
stressed of emphasizing the bargains an independent re- 
tail store provides, thus meeting the price emphasis 
competition of the chains. 


Average Farm Income Exceeds That 


of City 


A survey of farm and urban incomes conducted by 
the Agricultural Experiment Station of the University 
of Illinois brings to light the interesting fact that the av- 
erage farm income studied by this organization was 
greater than the average urban income. 

The figures for 44 farms investigated averaged re- 
ceipts less expenses of $3,545 a year, and after allowing 
for operator’s and family unpaid labor, left an income 
of $2,528. The same survey covered 345 native white 
families in cities, and included in the income per family 
total income for all members earning wages and not just 
the head of the family. The data showed that of the 345 
families, 53 per cent had incomes under $2,000 a year 
and 81 per cent had incomes under $3,000 a year. 

This survey also covered the equipment of farm homes 
of 412 farms. The following figures resulted from the 
tabulation of these investigations : 


11% have individual lighting plants. 

23% have electricity from power lines. 
66% have water in the kitchen. 

27% have running water at sink. 

20% have bathroom with running water. 
43% have furnace heat. 

77% have gasoline or kerosene cook stoves. 
3% have electric cookstoves. 


—Trends and Indications. 


TACKS ON PARADE 


{ BAKATAX can pass in review before, the, 


most particular buyers and carn a prominent 


\ 


a 
it |G 
Fastin tes 

ny % 
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1 

FREE ( \ \ : 


1 
SAMPLE \ “i : 


counter position because, of modernly- 


designed, colorful display packages. 
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ea 

paper of these new rust- { 1 (4 ' 

resisting BAKATAX { (; 1 
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Send for a sample. 





GEO. BAKER & SONS, INC. 
BROCKTON, MASS. 














“Mind My W ords—Today 
I’m Buying a Farrand Rule’ 


The FARRAND RAPID RULE 


is no bundle of flimsy sticks—yet it is more rigid 
than a wooden rule. It is not a limp tape,—yet 


it measures around curves with equal facility. 


Thousands of carpenters and mechanics all 
over the world are buying 


THE MODERN TOOL FOR MODERN 
CRAFTSMEN 


which coils in a small holder of vest-pocket size. 
Are you prepared to demonstrate this rule to your 
customers? 
Distributed through Wholesalers 
Manufactured by 


HIRAM A. FARRAND, Inc., Berlin, N. H. 














Now!! 


is the time to send in 
your reservation for the 


Spring Buying Number. 
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BRICK 
CHISEL 





Doyou 
Cll, 


MASONS TOOLS 


peg A drop-forged Masons’ Tools, 
made by Fairmount, offer real oppor- 
tunities for increased business— 
highly profitable business. 

Designed by men who know from 
experience the kind of work such 
tools are called upon to perform, 
Fairmount Masons’ Tools appeal to 
practical workmen the minute they 
are displayed. 

To prove this ee ager te A to your- 
self put in a stock of the popular 
numbers shown above. Just order 
by number from your jobber. 









MASONS 
HAMMER 





PRICES 

Fairmount Brick Hammers 
| BS yh eer $1.50 each 
wo Leet 1.75 each 
No. 171 2 Ib. 2.00 each 
ee a eer ee 2.50 each 

Fairmount Bricklayers’ Chisels 

No. 651 3” (1 PS ie .75 each 
me: ee Bie” TOME. 6 oe cen -90 each 
No. 653 4” CAOE n.0.cve 0 wae 1 00 each 
ee ee 1.25 each 

Fairmount Brick Jointers 
No. 671 1%” Flat and Convex .50 each 
No. 672 5/16” Flat and Convex .50 each 
No. 673 %” Flat and Convex .50 each 
No. 674 7/16” Flat and Convex .50 each 
+74 675 4%” Flat and Concave .50 each 
No. 676 5/16” Ilat and Concave .50 each 
BRICK No. 677 %” Flat and Concave .50 each 
JOINTERS No. 678 7/16” Flat and Concave .50 each 


FAIRIFVOUNT 


oF TOOL & FORGING Co. all’ 


AIRMOUNT TOOLS GIVE SERVICE AND SATISFACTION 





Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 


lines handled by the Hardware Wholesalers. 


For instance, on pages 7 to 79 it indicates by key 
numbers what classes of merchandise each hardware 
wholesaler handles. There are explanatory key numbers 
covering every class of merchandise that constitutes a 


modern hardware stock. 


Then, the Hardware Retailers on pages 80 to 353 who are 
rated |, 2, or 3 represent the livewire dealers doing 75% 
to 80% of the retail hardware trade of the U. S. 


CONTENTS OF VERIFIED LIST 
Wholesale Hardware Houses in U. S., Canada and Foreign. 
Retail Hardware Stores in U. S., Canada and Foreign. 
Chain Hardware Stores in United States and Canada. 
5, 10, 25c to $1.00 Syndicate Stores carrying hardware. 
Department Stores carrying hardware and housefurnishings. 
Manufacturers’ Agents in U. S., Canada and Foreign. 
Automobile Accessories Jobbers. 
Mill, Steam, Mine and Machinery Supplies Dealers. 
Sporting Goods Distributors. 
Mail Order Houses handling hardware and housefurnishings. 
Woodenware and Willow-ware Wholesalers. 
Paint, Oil and Varnish Distributors. 
Radio Apparatus and Parts Jobbers. 
Plumbers and Tinners Supplies Jobbers. 
Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is 
indispensable in economic direct-by-mail promotion work and 
also a helpful guide for salesmen's calls. Every manufac- 
turer's sales manager should have one on his desk, and every 
salesman could profitably carry a copy in his grip. Since 
the previous issue was published there have been more than 
10,000 additions and corrections, and these all appear in the 
Tenth Edition. 


Published annually, $15.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 




















Your 
Paint Story 


| in 


| HARDWARE 
AGE 





| Hardware Age is read every week by 
| merchants who are always ready to give 
a likely product a trial. One of the 
reasons why these men read Hardware 
Age is to keep in touch with what is 
being offered by manufacturers. 


Tell them your Story and keep on telling 
it. You'll meet with a response that will 
prove to be profitable. 


7 
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The New 
Boston Rubber Chair Tip 


SprinGriP Trade Mark The Tip and Its Parts 


Brass Washer Brass Nail 


S 


The Rubber Tip with 
the Brass Washer 
and Nail Moulded in 
Same. 


Spring 
Socket 
ed 


Patent | 
Send for Catalogue 


THE ELASTIC TIP CO. 


Manufacturers of Rubber Specialties 


370 Atlantic Avenue, Boston, Mass. 

















Standardize on 





every Type and Size 












Institutions 











Homes, Stores 
Factories and 


SKYSCRAPER 


The 


Safe Incinerator 


The 





cartons. 


718 Mission Street, San Francisco, Cal. 


very 


sell — with a 


makes them easy to 


profit to you. 


We ship them in 
knockdown form in 


individual shipping 


Ask your jobber 
or write to us. 


SKYSCRAPER RUBBISH BURNER 


EASTERN NAIL COMPANY 


170 Union Avenue, Providence, R. I. 


California Representative: Pacific Sales Company 





appear- 


ance of Skyscrapers 


real 


Reed and 
Prinee 
Produets 
inelude: 


Wood Screws 
Machine Screws 
Cap Screws 

Set Screws 
Stove Bolts 
Sink Bolts 
Hanger Bolts 
Machine Screw Nuts 
Stove Bolt Nuts 
Chair Rods 
Stove Rods 
Seat Rods 
Specialties 


Available in any fin- 
ish — nickel, blued, 
copper, bronze, brass, 
galvanized, plain, 
polished, cadmium, 
chromium. 








Reed & Prince Screw 
Products ean be depend- 
ed upon for unvarying 
uniformity in strength, 
finish and dimensions. 
Every Screw, Nut and 
Bolt meets the highest 
standards of quality and 
accuracy. 

For GOOD WORK use 
dependable Reed & 
Prinee Products. Your 
largest requirements can 
be handled promptly. 
May we submit samples 
and prices. 











REED & PRINCE MFG.CO, 


WORCESTER, MASS..U.S.A. 
WESTERN BRANCH arCHiCAGO-121 NORTH JEFFERSON ST. 


3354 
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Build Up Your Business with Ladders 


that have earned their reputation by seventy-four years 


of DURABLE, RIGID, STURDY, RELIABLE SERVICE. 





LADDERS and SCAFFOLDING 
increase sales by their merit. 
— your reputation by selling your customers the 
t. 
' Write for catalog and prices. 
THE JOHN S. TILLEY LADDERS CO., Inc. 
Watervliet, N. Y. 














CLOTHES 
WRINGERS 


with the features of the latest 
washing machine wringers. 


LOVELL MANUFACTURING CO. 
ERIE, PA., U.S. A. 














WALWORTH 


Walworth , General Sales Offices: 
51 East 42nd St., New York 
Plants at Boston, Mass.; Kewanee, III.; 
Greensburg, Pa., and Attalla, Ala. 
Distributors in Principal Cities of the World 


Walworth Company, Limited, 620 Cathcart St., Montreal, P. Q. 
Walworth International Co., New York, Foreign Representative 


Makers of Dan Stillson’s Wrench 





} 
| 








ofr CONSTRUCTION 
Gapeaat 


Made to stand the gaff of 
hard service—designed right 
to cut through wood smooth- 
ly, quickly. Write today for 
illustrated folder and price 
list. 














Snell Manufacturing Company, Fiskdale, Mass. 


Sales Representatives 
Joun H. Granam & Co., 113 Chambers St., New York City 








It is easier and more 
profitable to sell them 
what they want. 


Judging from our volume 
of business they want 


IVER JOHNSON 


Single and Double Barrel Shot Guns, “Hammer the 
Hammer” Revolvers, and the new Iver Johnson 
Safety Rifle. 


Iver Johnson’s Arms & Cycle Works 
Fitchburg, Mass. 


Chicago 
108 W. Lake St. 





New York 
151 Chambers 8&t. 


San Francisco 
717 Market St. 








ih PITTSBURGH 
Pech Products 


Glass - Paint - Varnish - Lacquer - Brushes 





PITTSBURGH PLATE GLASS Co, 


Gj Ty 
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KANT IINK 


SPRING LOCK WASHERS 
DONOTTANGLE DONOTRUST 


Made and sold under license 
by the Kantlink Manufacturers: 
Beall Tool Co. 
East Alton, Ill. 
The National Lock Washer Co. 
Newark, N. J., Milwaukee, Wis. 
The Reli vi £. turing Co. 


Massillon, Ohio 


The American Nut & Bolt Fastener Co. 
Pittsburgh, Pennsylvania 


The Mansfield Lock Washer Co. 
Mansfield, Ohio 
The Positive Lock Washer Co. 
Newark, New Jersey 


PAY THEIR COST IN TIME SAVED- SOMETIMES MORE 
(SSE Si en i a a a a ae aa ES 














The symbol of quality 
in chain 


There is an ACCO Chain for 
every industrial, farm and a 
bulk or made in 
Ities. Concentrate on this 
—, quality line. Made by 
the world’s largest manufacturer 
of welded and weldless chain. 


AMERICAN CHAIN COMPANY, Ine. 
Bridgeport, Connecticut 
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The red, white and blue Tape-Marker in 
one of the strands is the manufacturer’s 


GUARANTEE of QUALITY 


Your customers will appreciate the Quality in 
Columbian. Write for a combed out sample. 
Columbian Rope Company 


352-80 Genesee Street : 
ns aae Auburn, N. Y. “The Cordage City 


New York Chicago Boston New Orleans 


Columbian (o%."Miee Rope 






Philadelphia 











Stone 
Working 
Tools and 
Supplies 


Complete catalog on request 


TROW & HOLDEN CO. 


Barre, Vermont 


Woo 
Screws 


Rivets 
Roofing Nails 
Scratch Brush Wire 
















THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
George E. Quigley, Detroit 
G. M. Baird & Co., Memphis, Tenn. 














Profits Come Quickly 


No waiting—customers come, stock moves, 
profit in the till—when you feature Stovoil 
the necessity everywhere, 

Homes, shops, factories, stores (your own 
store) suffer from the ravages of rust. 
Stoves, ovens, utensils, tools, implements— 
everything made of metal, is guarded 
against rust by Stovoil, for Stovoil “Kills 
rust as it cleans and polishes.” 

Send for sample bottle and circulars. 


Superior Laboratories 
Grand Rapids Dept. 902 


Exclusive Pacific Coast Distributors 
GENERAL SALES CORPORATION 
718 Mission St., San Francisco, Cal. 
350 E. First St., Los Angeles, Cal. 
303 First Ave., South, Seattle, Wash. 


Mich. 

















NM 
Known and Trusted 
for their unfailing 
accuracy — 

IBS 
ProWwN & wIIAV IAD 
WY) es 


“World's. Standard of 













lecuracy” 
















Ss 
e helps build your 


usimess 2.4 


The demand for “Acme” Ball Bearing Caster 
is constantly increasing. The public wants 


“Acmes” and progressive dealers everywhere 
handle these modern casters. 


Repeat sales. A greater market. Generous 


profits. These are the reasons for “Acme” 
popularity. Roll an “Acme” along the counter, 
or on the palm of your hand. The easy, quiet, 
ball-bearing feature quickly sells the customer, 
Write 


with consequent profit for the dealer. 
for sample and catalog. 


From your Jobber Send for Catalog 


THE SCHATZ MANUFACTURING CO. 
POUGHKEEPSIE NEW YORK 


Agents: J. C. McCarty & Co. 
253 Broadway, New York City 
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~~ Metal f 


Window’Screens 


IN COLORS 

























Ee Distributors and Dealers 
= write for Sample and Prices 
x Enlarged section shows the 
double locking feature of this 
all-metal window screen. 








A continuous steel rod and electro welded frame 
make the APEX Screen rigid and durable. 


APEX Screens are furnished in six sizes, with 
Black, Galvanized or Bronze Wire Cloth 


Frames in Baked Enamel Colors 


S. & AyMetal Products,Go., In: J 


Made by 





421-427 Oneida St. SYRACUSE, N.Y. 


RITE for Water 

System Catalog K 
which gives complete 
information on 
Deming Shallow and 
Deep Well Water 
Systems for practical- 
ly all requirements. 


THE DEMING CoO. 
Salem, Ohio :: Est. 1880 


DEMUNG 


PUMPS 


FIGURE 1062 
Deming Oil-Rite Deep Wel 
Water Systems. Made in 4 
10, 14 and 18" strokes. 






Display this 
in your 
window 
with a 
price card- 
for volume sales 






Leveling 
Instrument 










Popularly 
Priced 




















New Profits Next Year! 


You can increase your business just as 
scores of other hardware men have by 
installing Heller Business Building Store 
Equipment. Heller fixtures actually pay 
for themselves. Let us show you how. 
Just clip this ad to your letterhead and 
mail. 
—_ 


¢ 


: is 
{ Y a i 


W.C. HELLER & C0. 


MONTPELIER,OHIO N.Y. Office 20 Vesey St. - 500 


9 Mine 
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Armstrong Bros. Adjustable Pipe Dies 


Made of Special Vanadium Tool Steel, these dies incorporate every desirable 
feature: Correct Cutting Angle or Rake; acked Off’’ Chasers or Cutting 


Teeth; Correct Throat Angie; and Ample Chip Clearance. Cut faster, 
easier and cleaner and back off smoothly without jamming or tearing. 
Try a pair and’ you will use no others Fit all standard stocks of the 


Adjustable type. 
WRITE FOR CATALOG P-10 
ARMSTRONG BROTHERS TOOL COMPANY 
“The Tool Holder People” 


314 N. Francisco Avenue Chicago, U. S. A. 

















PELOUZE 
New Household Scale 
DE LUXE 


Capacity 24 pounds by 
ounces. Artistically de- 
signed. Sturdy, compact 
construction. Beautifully 
enameled in the choice of 
several colors. Double up- 
right supports. Invalu- 
able to every household. 
Order early through your 
jobber. 


PELOUZE MANUFACTURING CO. 


232 East Ohio Street, Chicago 


Manufacturers of reliable scales for 
many purposes. Send for catalogues. 


Specify “PELOUZE” in ordering of your jobber 


[ 








No. E30—Enamel Dial 
T-30 with Scoop 
Ne. G30—Glass Dial 





BETTER HARDWARE 


Storm Windows 
Or Storm Doors 

The Garage 

and Sun Porch 


The kind that defies competition 
because it is superior. Planned to 
meet most exacting requirements, 
Phenix Hardware is durable, attrac- 
tive and practical. 


“ff 























Phenix Mfg. Co. 


032 Center St., Milwaukee, Wis. 














SAMSON TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Nate) 5 OOO). eB) 


SAMSON SPOT, PHOENIX and SACHEM brands 
Prloebiitietecrtackeldetr lila silatess taster lati 
“There IS a Difference in Sash Cord”’ 
OTHER BRAIDED CORDS* COTTON TWINES 

and selling information 


Send for catalogue, samples 
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Washers of every type and 

kind, also Stampings 

We have specialized in 

Wrought and Steel Plate 

eta AEE Washers for over 40 years. 

F wv We roll the plate expressly 

works. Send for Complete 

Catalog. 
Wrought Washer Mfg. Co. 

46 South Bay St., Milwaukee, Wis. 
The World’s Largest Producer of Washers 





for the purpose at our 


POULTRY SHEARS 










Best 

Qualities 
All quantities deliv- 
ered at the shortest 
notice. 

‘e IMPORTERS Wanted 
AUGUST BRECHER 
Solingen 3 Kornerstrasse 72 


GERMANY 











A STEADY SELLER 






STEEL, NICKEL —Mf PACKED 
PLATED OR 1 GROSS 
BRASS PLATED IN A BOX 


Shelf Support, No. 1434, Full Size 


MILLIONS USED—GET YOUR SHARE 
Low Priced, Prompt Shipment—How many, Please? 


THE BRAINERD MFG. CO. 
EAST ROCHESTER, N. Y. 


Christmas 
Greetings 


EG: 


GREENE TWEED CORP. 


9 Liberty St., Newark, N. J. 
BETTER HARDWARE IN BRASS AND BRONZE 

















Born in 1843 
Stull Living in 1929 


Coes Knife-Handle Wrenches are 





noted for their long life. That’s why 
Years they’re such good sellers. Keep 
OLD stocked through your Jobber. 


BEMIS & CALL CO., Springfield, Mass. 





[oj 


THE CORBIN SCREW CORPORATION 
The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 
Warechouses—New York, Chicage, Philadelphia 
Western Factory—Dayton, Ohio 














' 
' 
' 
' 
‘ 
1 
' 
1 
' 
' 
) 
' 
' 
' 
' 









carry anice proft 


a 


Write for Catalogs and Prices 
The Stewart Iron Works Company, Inc. 
540 Stewart Block, Cincinnati, 0. 


EVERYTHING 
in IRON, WIRE 
and bag hog 


















" 


Y 


YERS “rine 











MODERNIZE STORE METHODS 






To provide adequate storage facilities for shelf stock—te 
make it accessible and convenient for clerks and stock men 
to handle with absolute safety—to insure quick service for 
wholesale or retail trade—install one or more 
MYERS NOISELESS CUSHION TIRE STORE LADDERS. 

Deep tread steps, full length hand grips. rubber tires, over- 
head track system, firm construction throughout, eliminate vibra- 













tion and noise and produce a ladder of ample strenyth for 
safety, convenience and efficiency. One style only—neat of 
design—attractively finished—any height—easily installed — 
meets most requirements. Circular on request. 


mE FE. MYERS & BRO.Cco. 
ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 
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Classified Opportunities 





Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 


Classified Advertising Rates 
Opportunity Exchange Section 





BOXED DISPLAY RATES 
a imch .......... e 


Positions Wanted Advertisements 
- $5.00 60% off rates quoted 


és ee nse sane 4.00 Address your advertisements and replies te 








Get Solid, Minimum of & lines... .83 


00 
Each additional line............ 60 Discounts for Classified Advertising 
4 insertions, 10% pe 8 insertions, 15% 
° 


All Capitals, Minimum of 5 lines.. 4.00 
Each additional line............ 40 
Average 10 words to a line 
Allow One Line for Keyed Address 





Hardware Age, Classified Cnges- 
tanities, 239 West 39th St.. New 
York City 





Harpwars Acp is published each Thursday. 
Forms close Nine Days previous to date ef 





Remittance Must Accompany Order publication. 


Samples of merchandise, literature, catalogs, etc., requiring more than ordin f din, t should sot 
be addressed to box numbers. ee eee 








BUSINESS OPPORTUNITIES 


POSITIONS WANTED 








FOR SALE 
Stock Storage Boxes 


Long Wide High 
266 12” 6” 8” 
2214 12” 12” 8” 
567 12” 15” eg 
81 24” 12” 8” 
136 24” |. am 8” 


CONSTRUCTION: Hard wood ends—Galvanized Iron sides 
and bottoms. 


Weston Electrical Instrument Corporation 
614 Frelinghuysen Ave., Newark, N. J. 


HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 


MALE AND FEMALE 


EVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES THE WEEKLY SALARY INVOLVED } 


ABBYE EMPLOYMENT AGENCY, INC. 
112 W. 42nd Street Bryant 7374-5-6 














SNOW SHOVELS 


Bargain Lot of 60 Dozen Brand New to Close Out 
at Low Price 


MR. LISTING 
135 Plymouth St. 





Brooklyn, N. Y. 














TOCKSMITHS, KEY CUTTERS—The Locksmith Directory & Guide 
Book contains dealers names and addresses of Locks, Keys, Accessories, 
Gun, Phonograph, Safe, Umbrella Repairs. Postpaid $1.60. Routson’s 
Locksmithing Book. Postpaid $1.50. Order from A. NUGENT, JR., 
No. 30 North 3rd Street, Sideeend, Va. 





FOR RENT, an entire brick building 22x95 in the heart of the city. 
Three floors, concrete basement with electric elevator. A wonderful oppor- 
tunity for a popular priced hardware store. Rent reasonable. For further 
particulars, write Harold Merlander. Owner, 36 Kneeland Avenue, 
Binghamton, N. Y. 





FOR SALE 
Old Established hardware, seed and implement business within 15 miles 
of five cities. Population of 100,000 people, located near farmers market 
square. Address Box I-622, care of HarpwAre AcE, New York City. 





HELP WANTED 


SALESMAN with knowledge of builders’ hardware for Metropolitan 
New York District. Experience in this territory necessary. Address, 
giving age, previous experience and references. Address Box I-639, care 
of Harpware Acre, New York City. 


POSITIONS WANTED 














- 
Salesman of 15 Years’ Experience 


with hardware manufacturers calling on jobbing and large 
retail trade in South and Southwest desires connection 
with manufacturer; is particularly experienced in Tools, 
Household Hardware and Sporting Goods. Will consider 
any territory. 

Address Box 1-644, Care of Hardware Age, N. Y. C. 














MANAGER OR A-! SALESMAN—Twenty years’ experience Buying 
and Selling, General Hardware, Builders’ Supplies, Houseturnishin lec- 
tric Appliances and Supplies, Seeds, Fertilizers, Farm Implements. able 
taking responsible position as experience ccvers bookkeeping and business 
detail Position desired in New Jersey so one can commute on Central 
Railroad of New Jersey or downtown New York. E. E. Gayle, 1152 


Stilford Ave., Plainfield, N. J. 





KNOWLEDGE AND EXPERIENCE FOR SALE—Advertising man 
with wide experience in builders’ and — hardware will be available 
January Ist, Has thorough knowledge of consumer, trade and professional 
journals, printing and engraving processes, display material and catalogue 
preparation and publication. Address R. i. T., Box 1-612, care of Harp- 


ware AczE, New York. 





‘ 

SALES EXECUTIVE with fourteen years’ hardware experience selling 
in every State in the United States and entire Canada. The past five 
years in charge of advertising, export and domestic sales of a hardware 
manufacturer showing a profit to stockholders having reached the limit of 
possibilities. He is leaving present firm and will be open for a connection. 
with wider scope January first. Address Box I-613, care Harpware AGE, 


New York. 





BUILDERS HARDWARE MAN with 15 years’ experience handling 
Builders and Contractors Supplies, desires connection with concern doing 
business in or near Greater New York. Can estimate and schedule hard- 
ware from plans and follow specifications. Can assume responsibility of 
complete Hardware Store. Excellent references. Address Box I-640, care 


of Harpware Ace, New York City. 





POSITION—For 1930 by successful salesman calling on hardware 
dealers in Minnesota and Wisconsin. Familiar with hardware, paints, 
sporting goods. Married, age forty-six. Experience twelve years. De- 
endable. Own good car. References. Address Box I-638, care of 
TArpDWARE AGE, New York City. 





POSITION with hardware manufacturer selling jobbers and depart- 
ment stores in Eastern and Middle West States. Experienced, single. Avail- 
able Jan. Ist. Address Box 1-607, care of Harpware AczE, New York City. 





POSITION SEI.LING JOBBERS, dealers and department stores in 
Pennsylvania, Ohio and West Virginia. Experienced. Best of references. 
Address Box I-606, care of Harpware Acr, New York City. 


SALES ACCOUNTS WANTED 








CONNECTION DESIRED WITH MANUFACTURER of Hardware, 
Household or Fireplace Goods. Expreienced in Southeast. Age 45 and 
available January. Address Box I-615, care of HARDWARE AGE, New York. 
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Classified 


pportunities 





SALES ACCOUNTS WANTED 


SALES REPRESENTATIVES WANTED 





SALES ACCOUNTS AND DISTRIBUTION, EITHER OR at 
WANTED. HEADQUARTERS DETROIT, MICHIGAN. CALLING 
UPON JOBBERS AND LARGE RETAIL HARDWARE AND 
DEPARTMENT STORES. DESIRES HIGH GRADE LINES FOR 
MICHIGAN, WOULD CONSIDER EXTENDING TERRITOY.  AD- 
DESS CHARLES V. HETTS, 430 NAVAHOE AVENUE, DETROIT, 
MICHIGAN, 








SALESMAN—business producer; large following among hardware job- 
bers, dealers, department stores; also acquainted with woodenware, house- 
aa, electrical appliance trades. Selling past seven years in New 

t 


England ates, New York, New Jersey. ‘Territory covered thoroughly 
by car. Now employed. Salary or commission drawing or will represent 
factories direct on straight commission. Address Box I-618, care of 


HarpwareE Ace, New York. 





MANUFACTURERS’ REPRESENTATIVE seeks one 


suitable for the Hardware, Woodenware or 


additional line 
Janitor Supply Jobbers in 


the New York Metropolitan District. One line now being carried which 
is well known and handled by every reputable jobber in this territory. 
Have office and warehouse in the Hardware District; commercial and 


Address Box 1-643, 


AGE, 


New York 


banking references. care HARDWARE 


A CHICAGO ORGANIZATION calling on 
neighboring states will consider adding a line 
season. We are thoroughly acquainted with the 
satisfactory references. Address Box 7356-A, care 
Bldg., Chicago. 











hardware jobbers in five 
of merit for the coming 
trade and can furnish 
HarDWARE AGE, Otis 








SELLING ORGANIZATION, backed by fifteen years successful ex- 
perience, offers Hardware, Electrical and Sporting Goods Manufacturers 
intelligent ag ggressive sales service Pacific Coast territory. Offices in San 
Francisco and Los Angeles, three salesmen. Commission basis. Address 
Box 1-637, care of Harpware Ace, New York City. 


SALES REPRESENTATIVES WANTED 











SALESMEN WANTED 


Old established hand tool manufacturer desires five direct 
full time representatives in the following territories: 


New England States 

Western Pennsylvania and Eastern Ohio 
Michigan and Indiana 

Northern Illinois, Wisconsin, Minnesota 
Southern Illinois, Missouri, Iowa 


Give experience, references. All replies held confidential. 


Address Box I-617, care of Hardware Age, New York City 




















SALESMEN 


Selling Retail Hardware, Department, 
Furniture, Pet Shops, Florists 


Old and well established line of Bird and _ 
Animal Cages. Rare opportunity for 
workers. Straight Commission. 


Territories—Northern and Southern New England, East- 
ern New York, Chicago, Virginia, West Virginia, Ken- 
tucky, North and South Dakota, Wyoming, Montana, 
Colorado, Utah, Eastern and Western Canada. Address 
Box 1-636, care of Hardware Age, New York, N. Y. 

















SALESMEN WITH ESTABLISHED CLIENTELE 
and Southern States to sell popular line of locks, keys, 
ties, etc., to jobbers and dealers on commission basis. 
ence, lines now carried, territory and trade called upon, 
and if car is used. Address Box 1-645, care HARDWARE 


NEW YORK PAINT CONCERN 
moderate price line, wants salesman now calling on paint and hardware 
jobbers and dealers to handle a few fast selling items on commission 
basis. Only successful men with following need apply giving references, 
etc. Address Box -1-641, care HARDWARE AGE, New York. 


SALESMAN calling on hardware trade to carry 


covering Mid-West 
hardware special- 
State age, experi- 
how often covered, 
AcrE, New York. 


manufacturing a 


OLD RELIABLE 


a line of Dog Collars 


and Leather Speciz 5° a is a commission proposition and a splendid 
opportunity for ire References required. State territory 
covered. LE ATHERC *RAF “pT COMPANY, N. W. Cor. Sth and Com- 


Streets, 


WANTED—AN 
St. Louis and vicinity 
Hardware on a commission basis. 
Ace, New York. 


merce 


Philadelphia, Pa. 
EXPERIENCED HARDWARE SALESMAN _ for 
to sell an established line of Locks and Brass 
Address Box 1-642, care HARDWARE 











SALESMEN calling on hardware 


WANTED stores, house furnishing 
trade, department stores and Jobbers to handle as side line our braided 
novelty rugs; large commission. WILKENS MFG. CORPORATION, 


White Plains, New York. 





ROPE eT gg WANTED in all territories—100 per cent pure 
Manila rope 17c. lb. basis. Fast selling side line, five per cent commis- 
sion. UNITED FIBRE COMPANY, 82 South Street, New York City 
(Foot of Wall St., and East River). 





COMMISSION SALESMEN IN EACH STATE for manufacturer of 
hand tools and hardware specialties. Advise territory covered and houses 
represented. Address Box H-638, care of HarpwAre AGg, New York City. 





ware Age. 





Do YOU Want a Good Position? 


Right now you may be looking for a good position as Manager, Assistant, 


or Salesman with some responsible Hardware company. 
And right now some one may be looking for you. 


The best meeting place is in the Classified Opportunities Section of Hard- 


Fifty words at a cost of a dollar and a half will put you on the right road, 
in the right paper, for the right position, with the right Hardware concern. 


Send your ad to 
Classified Opportunities Dept. 
HARDWARE AGE, 


239 W. 39th St., New York 
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THE ADVERTISERS INDEX 


No allowance will be 


is published as a convenience and not as a part of the advertising contract. 
made for errors or failure to insert. 


Every care will be taken to index correctly. 
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Keiser 


Kelly Axe & Too! Co 
Kenton Hardware Co 
Kester Solder Co 
Keystone Steel & Wire Co 
Kilborn & Bishop Co 
MARIRTT TEER, SCO, vino. a0 08.50 64010 
Klein & Sons, M 
Kohler Die & Specialty Co 
Kokomo Stamped Metal Co 
oe ge de See ee ee 


Kranish 


Ladder Mfrs. 


Landers, Frary & Clark 
Lelimann, A. H.,; & Co.......... ; 
Libbey-Owens Sheet Glass Co... 
Lidseen Co., Gustave 
Lionel Corp. 
i) Me ae OS a 7 
Lufkin Rule Co 
Lupton’s Sons Co., David 


Luther, 


MeKitiney Mig. Co..........3 ag 
Malleable Iron Fittings Co 
Mansfield Lock Washer Co 
Mansfield Tire & Rubber Co..... 
Marshall 
Marshalltown Trowel 
Martin-Senour Co. 
Martin Varnish Co 


Massachusetts 


Works 


Morrill, 


Morse Twist Drill & Machine Co. 
Murphy’s Sons Co., Robert. 


Murphy 


Myers & Brothers Co., F. 


National Aluminum Mfg. Co.... 
Auto Chamber of Com- 


National 
merce 


National 
National 


National 


National 


National } 


National Standard Horseshoe Co. — 
National Stamping & Electric Co. 
Nemco Engineering Co.......... 
New Delphos Mfg. Co 
New Jersey Zinc Company 
New York Wire Cloth Co 


Nilco Lamp Works, Inc 
Norcross & Sons, C. 
Norman Mfg. Co. 
North Wayne Tool Co........... 


Assn. of America, 
TREND, asd a tse to dar 4 fala 04-2 Woe a as Jk — 
Lamson & Sessions Co 


Octigan Forge & Mfg. Co....... - 
Oliver Iron & Steel Corp 
Oneida Community, Ltd 
Onken Co., Oscar 


Ontario Knife Co 


Osborne & Co., C. 
Oster, John, Mfg. Co 


Page Steel & Wire Co 
Patent Novelty Co 
Peck, Stow & Wilcox Co 
Peerless Handcuff Co 
MSO etichs lew ees 


Perfection Mfg. Co 


Peters Cartridge C 
Meisselbach Mfg. Co., A. 
Beerril Hendie: GOi 66 evs esas - 
Metalcraft Corp. 
Bere CONE GOs i ioscsseecessce 
Milwaukee Brush 
Milwaukee Stamping Co......... - 


Moore Push-Pin Co 


Philadelphia Lawn Mower C 


Pittsburgh Plate Glass Co... 
Pittsburgh Steel Co 


Plymouth Rubber Co 
Popular Science Monthly 


“I ) 
= 2 


Pratt & Lambert, Inc 
Prentiss Vise Co 


Progressive Mfg. Co 


CP TGs 56 views 


Enameling & Stamping 


ee. tilts ex vaenvonagehodene Reed & Prince Mfg. Co 


Regina Corporation 


“I 


Reliance Manufacturing Co 








Remington Cash Register Co., 
PT OT Oe LORS a gee 
Reshouse Mig: Co... ...cKcicees 
ROVNOMIB. Wite CO. 0 6.c:sc ccc cies - 
Resor Bite: Cos... cc cet cices - 
Richards-Wilcox Mfg. Co........ 67 
Richardson Ball Bearing Skate 
Meir Preiaera Wate ace sons bores male bare - 
Richland Rubber Co............ - 
mime @o., Olea Co. occ cc cece 
Robertson, Arthur R............ - 
Rose & Brothers, Wm.......... 
Ruby Chemical Co.............. 
Russell, Burdsall & Ward Bolt 
TN ay baits cies wiesarenks - 


Russell Cutlery Co., John....... - 


Rutland Fire Clay Co........... 


S 

S. & A. Metal Products Co., Inc. 76 
A So) 2 er 
SONOS TRG. nk icivcccssdewces 
Samson Cordage Works...... Pe i: 
ES! ae a 
NE OP Oro a eas aire Salou sins 
ches AiG Cee e coin as chews a ee 
Schollhorn, Co., William........ 


Schrade Cutlery Co........00.. 


Scott Pimig Cais ocsssac4 ese aes -- 
Segal Lock & Hardware Co..... 4 
Shapleigh Hardware Co......... 

Sibeet, 20. Ty Dis csvedecicess — 


Sheffield Bronze Powder & Sten- 
OO SIG 35F cue ste hb 84 0.0baccs: 


Shelby Spring Hinge Co......... 
Sherman Mfg. Co., H. B... 
Showcarder, Inc. 

Sidway-Topnft CO, ..cccsccccce 
i ek ab See 
Simonds Saw & Steel Co....#. 
Simonds-Worden-White Co. 
Simonsen Tron Works.......... 
Sinram & Wend........4....... 
ARMM. WIR e sn. 0 a 01 0,0,8 60-6 
Smith, Inc., Landon P. 

Smith & Sons, Inc., Seymour... 
SM a 74 
Solderal Corp ois. b6 5s 
Standard Gas Equip. Co....... 


Standard Pressed Steel Co... . 


Standard Tool Co.......... 
SREY WV OTE. 555 ose vice cei 
Rees Oe E Biiied viaccess 76 


al a) aa ae a 


Sterling Woodenware Co........ 
Stewart Iron Works............ 77 
Superior Laboratories .......... 75 


Swan. Co." James. ....-:. 


Rerertl SiGe tas. ons s dose ectaes 


TFetnter Miss Ciiceccccescesccs - 


Technical Glass Co., Inc........ - 








THE DASH (—) 





INDICATES THAT THE ADVERTISEMENT DOES NOT APPEAR IN THIS ISSUE 


Every care will 


Tilley Ladders Co., John S...... 
Wheel Co......... 
Pressed Steel Co 
Toledo Wheelbarrow Co......... 


Nall Co... cscccccccness -- 


Tubular Rivet & Stud Co....... -~ 
Duck & Rubber Co 
Brass Works..........- 20 


P| 


’.W Ventilator Co 


Jaughan Novelty Co 


= 


fagner Electric Corp 


Western Cartridge Co 
Wheeler Metal Products Corpora 


Wickwire-Spencer 
Wilson-Imperial Co. 
Winchester Repeating Arms Co.. 


Wiss & Sons Co., a 


Wolverine Supply & Mfg. Co.... 


Wright Steel & Wire Co., G. 





Yale & Towne Mfg. 
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DENVER en 
SAN FRANCISCO * KANSAS CITY’ esr. LoulS 


-—§ ERVICE- 





Branches in principal cities mean quick 
shipments and close contact with factory 
representatives for dealers handling ILCO 
products—Let us help you increase your 
turnover and your profits on these items: 
Automobile Cylinder Locks Glass Knob Sets 


Padlocks Key Blanks 
Inside. Door Sets Key Cutting Machines 


Write for a Descriptive Catalog 


@@INDEPENDENTIOCKCO,@® 





FACTORY AND GENERAL OFFICES 


FITCHBURG, MASS.,U.S.A 














10 to 30% per pound in 
favor of ATLAS TACKS Vy \ 
What count do you get when you buy tacks 
or small nails by weight? 


There is often a difference of 10 to 30% in 
favor of Atlas tacks or small nails. Test 
them yourself. And remember—good, 
sharp,» clean cut, correctly sized tacks are 


“expensive to make. 


Or when you buy by 
count see that you get 
the weight. There is 
often a corresponding 
difference. 


Either way, you can 
bank on Atlas tacks 
and small nails for 
quality, full count and 
full weight. 


ATLAS TACK CORPORATION 


Fairhaven, Mass., and St. Louis, Mo. 



















REFILL [r you are one of 
ba) D 19 Avon. the fortunate dealers 
a) weet! who have a DOMES 


Ys gross sets: 

wow of SILENCE Dis- 
SAS *2%'.89 = play Cabinet, keep it 
et. On your counter 
working for you. It 
pays good dividends 
on the small space it 
occupies. 


DOMES of SILENCE 


If your Jobber 
cannot supply 
you—write 
us direct. 


We also make all 
grades of Sliding 
Cesters, Fin 
Slides, Felt 
Slides, etc. 


21 Pearl St., New York City 

















Every bale of Su- 
perior Brand 
Hexagonal Netting 
unrolls straight, 
flat and true. Try 
it and prove it 
yourself. 


Straight selvage. 
Evenly woven 
mesh. Heavy gal- 
vanizing. 
Consumers look 
for the netting 
with the Rooster 
trade-mark. 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 
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ely on the complete 
TURNERDAY Line 


COPYRIGHTED BRANDS 


>» 


DANIEL BOONE 


Sees. 


ad dot Om LO) | 


TRIUMPH 


et — 
Sy 

eS 

~~ 


HERCULES 


ee , 
ee | a L 


SUCCESS 


EAGLE 


DANIEL BOONE 


PEERLESS BEAUTY - 


Our Label on each Handle is a Guarantee of Quality 


The TURNERDAY line includes all types of hickory handles for 
edge and striking tools that your trade may require. 


The most economical distribution of Hickory Handles is through the re- 
tailer supplied by the wholesaler, as proven by our experience of fifty years. 


URNER, DAY & WOOLWORTH HA 


LOUISYILLE, KENT 
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Remington Arms Company Inc. 
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